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BRODIE BiRotor METERS 
Proved on thousands of jobs! 


Shocks and strain have no effect on either the accuracy or 
performance of the BiRotor...and there are good reasons why: 

The simple rotary measuring units are completely protected... 
damage safe from external shocks, internal surges or pressures 
... Safe behind all-steel, double case construction that doubly 
assures long term accuracy, efficiency, and low cost maintenance. 

When you need a rugged meter that can ‘‘take it’’ and still give 
full rated capacity month after month, you need a Brodie BiRotor 
— the only meter made with all-steel, double case construction. 
For ail uses — check the BiRotor first — today! 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL PRINCIPAL CITIES 





Give your gasoline extra selling power 





with “Ethyl’’ Multi-Purpose Additive 


As traffic grows heavier and heavier, the penalty of 
carburetor deposits becomes more and more apparent. 
Cars idle roughly . . . or stall. Don’t let your gasoline 
be blamed. 


“Ethyl” Multi-Purpose Additive eliminates this in- 
creasingly annoying problem. MPA’s strong detergent 
action not only cleans carburetors, it keeps them 
clean. Costly carburetor cleanups and adjustments 
are not needed. Your customers get more mileage, 
power, satisfaction from every gallon. 


In addition, MPA actsas an effective anti-icing agent. 
It also prevents corrosion in pumps, tanks and other 
contact points for gasoline in storage or transit. All 
for a cost—to you—of less than 8/10ths of a cent 
per barrel of gasoline. 

In a market growing steadily more competitive and 
demanding, ‘Ethyl’ MPA can give your gasoline a 
real selling edge. 

Your Ethyl Representative will be glad to tell you 
how and why. 


ETHYL CORPORATION, new york 17, N.Y. * TULSA * CHICAGO + HOUSTON « LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO + ETHYL USA (EXPORT) NEW YORK 17, N.Y, 
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Opw SWIVEL JOINTS 


. . . have been turning, swiveling, traveling in the 
best of circles for a long time, giving dependable 
swivel action. 

A rugged, work-proven design keeps OPW Swivel 
Joints turning freely .. . reducing expensive and un- 
necessary down-time. 

At bulk plant loading racks .. . refineries, on aircraft 
fueling equipment... tank trucks . . . wherever a 
flexible pipeline or hose joint is needed . . . specify 
OPW Swivel Joints. They will swivel free and easy 
day after day — without needless maintenance and 
packing adjustment. 

If you’re looking for a dependable swivel joint, write 
and ask for Bulletin F-8. It describes a large selection 
of OPW Swivel Joints. This one piece of literature 
could start you toward a healthy year’s end saving of 
your maintenance dollar. Why not write . . . and start 
to circle-in on savings now. Bulletin F-8. 


OPW SWIVEL JOINTS ARE 
STANDARD EQUIPMENT ON 


prea , ALL OPW LIQUID LOADERS 
| ED) 


DOVER CORPORATION @ DIVISION 


27235 COLERAIN AVENUE « CINCINNATI 25, OHIO « Ki 1-5400 


VALVES, COUPLINGS, SPECIALTY PROOUCTS FOR HANOLING HAZARDOUS LIQUIDS 
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General 


Third-grade fight: Wide open now 
What happened at Chicago marketing meetings 


NPN FORECASTS: BUSINESS IN 1962 





For oil marketing: Another rigorous, busy year . 

National business: New records down the line 

Regional business: Supply will call the tune ... 
Highways: New interstate mileage will build demand ___... 
Labor: Organizers look harder at marketing 

Oil’s customers: How other industries will fare .. . 
Advertising: Oil men look for step-up in 62 |. . 

In Washington: More pressure on oil 

TBA: Upswing in 1962 (a special report) 











Fuel Oil 

Oil heat coming back in new-home market? 

New way to win new-home business 
Lubrication 

Coming fast: Quick-oil-change revolution 
Management 

How a jobber keeps up by modernizing service stations 
Merchandising 


What ‘Pikettes’ are doing for Cities Service ... 
Why self-liquidating premiums are in season now . 


Tires-Batteries-Accessories 

Special report: Another good year for a booming business 
Equipment 

Portable stations: Important new element in marketing |. 


DEPARTMENTS THE GREEN SECTIONS 


About Oil People News, Trends, Tips 
Behind Our Headlines Ahead of the News 
Bottom of the Barrel Trends to Watch 

Editorial 
Letters 


Your Guide to the Market 


This month’s marketplace 
Meetings Petroleum indicators 
Money-Making Ideas suoely ———e 
Premiums Market barometer . 
Refinery and terminal prices 
Tank-wagon prices 

What They’re Saying Gasoline markets 


Top of the month... 


PLAN AHEAD. Once again NPN 
gives you a sharp, savvy look at pros- 
pects for the coming year—well in ad- 
vance of the usual prediction season. 
NPN rushes the season for a reason: 
To bring you the thinking of the experts 
early enough so you can plan in ad- 
vance, go into 1962 full speed ahead. 
NPN’s year-ahead report—most com- 
prehensive yet—starts on page 84. 


TBA BONANZA, On page 125 you'll 
find a broad-gauge special report on 
a rich, vital market: TBA. It tells 
how the field has boomed in the last 
decade, what lies ahead, what’ the 
problems are. Prepared under the di- 
rection of Frank C. Sturtevant, top 
authority in the TBA field, the report 
covers... 

e The TBA outlook for 1962—and 
after; 

e How changes in auto design will 
affect TBA sales potential; 

e How chain stores are injecting 
a new note of competition in TBA; 

e How one major company is di- 
versifying its TBA program; 

e How another major is building 
up brake work at stations; 

e What TBA ratios can tell you; 

e@ What lubrication trends mean to 
TBA sales. 

Whether or not you’re now in 
the TBA business, you won’t want to 
miss this fast-moving, illuminating 
report. 


COMING UP: An inside report on 
electric-heat competition and what it 
will mean to oil heat . . . NPN’s semi- 
annual motor-oil ratio survey . . . Big 
new developments in bottom load- 
ing . . . The West Coast’s transporta- 
tion revolution . . . New way to move 
LP-gas 
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MOLYBDENUM 


CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





EDITORIAL PAGES OF LEADING TRADE 
MAGAZINES FEATURE MoS, INFORMATION 


Higher temperatures, lower 
temperatures, greater pressures, 
longer lubrication life, all have 
combined to focus more atten- 
tion on the uncommon lubricat- 
ing values of molybdenum 
disulphide. 

That’s why editors are devot- 
ing more and more space to 
descriptions of what MoSe can 
and cannot do. 

One article tells how MoS: pre- 





vents harmful friction in brake 
linings. Another discusses its use 
as a compressor lube substitute. 
Still another reports on tests of 
epoxy-resin compositions con- 
taining high concentrations of 
MoS: for industrial use on bear- 
ings, seals and friction strips. 

Press fittings, wire drawing, 
cutting tools, ball joints—there 
are MoSe stories about these 
uses, too 





Proof of MoS,.’s High-Pressure Properties 
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Photograph above shows mild steel 
test pins. No. 1: Unused pin, No. 2 
(lubricated with mineral oil and 
Molysulfide) and No. 3 (with Moly- 
sulfide bonded coating) were sub- 
jected to rotating pressures between 
bearing halves. Both were elongated 
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and extruded without galling, seizing, 
or weight loss. No. 4 shows typical 
failure with conventional lubricant. 
Note that the key sheared off and 
pin and block were galled and seized. 


When writing, refer to CL-115 


MoS: as a solid-film dry lub- 
ricant has been the subject of 
several articles. One details high- 
temperature properties; another 
describes a new bearing design 
that can increase bearing life as 
much as 450%. 

Write us for a complete bibli- 
ography of published material on 
molybdenum disulphide. 

P.S. Climax publishes a news- 
letter that describes even more 
uses. Let us know if you’d like 
your name on the mailing list. 

When writing, refer to CL-113 








ASME SHOW 
DEVOTES SESSION 
TO “MOLY” LUBES 


New evidence of mounting in- 
terest in molybdenum disulphide 
was shown recently among mem- 
bers of the American Society of 
Mechanical Engineers. A spokes- 
man for the Climax Chemical 
Division was invited to speak on 
“Molybdenum Disulphide as a 
Lubricant” before the Machine 
Design Division at the 1961 De- 
sign Engineering Conference. A 
copy of this 24-page paper is 
available on request. 

At the same meeting, engineers 
from Socony Mobil Oil Company. 
spoke on “Molybdenum Di- 
sulphide as an Additive to 
Improve the Performance of an 
Automotive Multi-purpose 
Grease.” Write to Climax for a 
copy of this paper. 

When writing, refer to CL-114 
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Behind Our Headlines 


The Outlook Report 


W HERE DO YOU GET all that look-ahead stuff? That’s 

a question often put to NPN when we come out 
with articles about the future, such as those featured 
this time (starting on page 84). 

The answer is: from both industry and nonindustry 
sources. We don’t use any of our own crystal balls, pre- 
ferring instead to use those of people who are close to 
every aspect of the business. 


NPN receives wonderful cooperation from the market- 
ing industry—big and little oil companies, independent dis- 
tributors and petroleum equipment men. Our object is to 
put all the information in perspective so that our readers 
can see the future thinking and planning through the col- 
lective eyes of the industry. 


You will note that we publish our outlook feature in 
December and have been doing it that way in recent 
years. Most other publications save their forecast fea- 
tures for January. 

We do it now for two reasons: first because we think 
it’s more useful to our readers early in December than 
after the new year has started and, second, we don’t want 
to get caught in the deluge of forecast information which 
comes later. 

This time, something else is new. The TBA “package” 
has more detail on that important segment of oil market- 
ing than in the past. 

Frank Sturtevant, TBA editor, put this together from 
coast-to-coast field reports and his own wealth of in- 
formation. It starts on page 125. 





The Poem 


4 be SEASON’S CHEER from NPN 

is John Bethell’s Christmas 
Poem for marketers, page 9. 

For the sixth year in a row, 

NPN’s witty managing editor has 

composed this holiday delight, a 

Bethell happy tradition in NPN’s modern 

career. 


The Greeting 


$ 2x ALL OIL MARKETERS at home and abroad, and to 
all NPN readers, a Merry Christmas and Happy 
New Year from the entire NPN staff. 


U 
Nein Editor 





The answer to 
A'(0)00 06 Cor2) (=) 
turnover 
problem 

may be 


area ane 
jatevaey 


. so me ss The programs described in these U.S. Royal 
These aren't just mere pamphlets — publications meet the problem of stepping up 
. profit margins head on. They show dealers how 
they contain some of the most advanced to make big money from their TBA sales. 
: They’re detailed, specific and to the point 

TBA programs ever offered to service They aehealiaaeh 
station dealers... How to tie in motor repair work with TBA 
sales, for example. How to translate lube lift 
work into TBA business. The newest wrinkles 
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TBA 
BUYING PATTERNS 


MOTORISTS 
SERVICE STATIONS 


manany 
Qstancy 


orvinnon 
Bowne States Rubber | 
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in marketing...and merchandising. Consumer 
buying patterns and how to cash in on them. 
& a 


And many other pertinent subjects are covered. 


Your “U.S.” representative can show your LOW PROFILE T/ Q E S 


dealers how to use this information and make 
it pay off. How to turn it into extra business, 


extra profits, extra stability. 
If you want to reduce your dealer turnover, 
you just give your “U.S.” man the word. 
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" Low-Profile”’ is United States Rubber Company's trademark for its lower, wider shape tire. 


United States Rubber 


Rockefeller Center, New York 20, N.Y. 





tk) INTRODUCES 


A new and better gas pump hose 


New U.S. Royal USREX Pump Hose is 
a premium hose at a new economy price! 


FATIGUE RESISTANT 


Once again the world’s largest manufacturer of hose intro- 
duces an exceptional new hose product—a gas pump hose 
outstanding for its superior performance and safety. 

Tube is of a special U.S. Rubber synthetic compound 
with outstanding resistance to today’s hi-test gasolines. 
Cover is synthetic rubber of unmatched resistance to 
weather, abrasion, and gasolines. 

The special USREX synthetic fiber braided reinforcement 
makes this hose completely crushproof — provides maxi- 


US 


WORLD'S LARGEST MANUFACTURER 
OF INDUSTRIAL RUBBER PRODUCTS 


EASY HANDLING 


mum flexibility—makes the new Royal USREX gas pump 
hose equally suited for both drape and reel-type pumps. 

Permanently fused for indefinite service life, the tube, 
braid, and cover combine to provide lightweight handling 
with heavy-duty serviceability under all gasoline pumping 
conditions. 

Learn more about the new efficiency and economy this 
important new hose offers. Contact your US Oil Equipment 
Jobber today. 


United States Rubber 


MECHANICAL GOODS DIVISION 


1230 Avenue of the Americas, New York, 20, N.Y 
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Marketing men across the nation, 
Accept a Christmas salutation! 


o start it off, I’m sending my card 

J To Washington oil rep Frank Ikard; 
Also to Norm McGee, Al Fraser, 
The Ashland Oil Family Blazer, 
Harry Cool, George Webb, Fred Meeder, 
Calkins, George (new jobber leader), 
Everett Elliott, Peter Hoey, 
Harry Read and his helpmate Joey, 
Norm Nahoom, Ed Chop, Bill Kenny, 
Jim Fitzgerald, Art Soule, Bob Jenney, 
The Getty sons and their well-heeled parent, 
Reed and Dick Mulkey, Mickey Tarrant, 
Charlie Forbes, Tom Scott, Jack Price, 
Reggie Regestein, Les Vice. 


fiw Yule Log — er, apologies to 

“¥ Glenn Werly’s heads-up No-fi crew — 
The oil heater stands ablaze 

While we salute the J. M. Sheas, 

Silas Thompson, Russell Marks, 

Jim Van Pelt, the Halsted Parks, 

Eric Bates, George Lee, Paul Wild, 

Mesa, Dan and each Lundberg child, 

George McDaniel, Eldon Saul, 

Bill Gaidry, Charlie Porch, Jack Hall, 

Bill Uhlhorn, Peg and Richmond Meyer, 

Art Sweet, Hugh Wright, Bob Kent, Hank Dreyer, 
Joyeux Noél, Jean Marrot! Skoal, 

Russ Malmquist, H. C. Berg, Bob Scholl, 

Myron Holmgren, John Trevenen, 

Rudy Roth, Cliff Lund, Lloyd Boehnen! 
Fréhliche Weinachten, Chester Bieschke; 

Try eine schlupp of our Chrieschmas whieschke! 


| ( ere’s hoping Santa doesn’t flub 


In picking out gifts for Arnold Dubb, 
P. C. Spencer and M. S. Schiller; 
And let him bring a name like Miller 
To those who want to get ahead, 
Following Otto, Don, Bill, Ed, 
George and Jack of the Miller clan— 
Each a mighty marketing man 
And one that you’d be proud to sup with. 
Good luck, Santa, in keeping up with 
The Joneses: Alton, Arnold, Bruce, 
Bill, Charles, Tom, Harold — but what’s the use? 


Y/ ust treat them kindly, Santa, hear? 

/ Same as you did with the Smiths last year. 
Also, Santa, please do things nicely 

For Roland Ware, Bill Swink, Carl Reistle, 
Tommy Munro, Sid Coates, Bob Reed, 

Rollie and Bill of Booma-Breed, 

George Panuska, Houghland, Calvin, 
Sitemans Phil and Sid and Alvin; 

Pour down chimneys a heavy shower 

Of gifts for good old Forrest Tower, 

Monte Blakely, Harry Logan, 

Connie Connable, Wilbur Hogan, 

Ray Dounce, Ray Wise, Ray Burke, Ray Bell, 
Reg West, Reg Swett and Reid Brazell. 


f ( ow we doing, A-OK? 
Then toast John Green and Jack Mingay, 

Moving to bigger Texaco billets; 
Also Fred Moore and Herbert Willetts, 
Riding high on the Flying Red Horse. 
Another round, Dick Kuss? Of Course! 
Let’s pledge Mel Marsh and Preston Drew, 
Kin Kincannon and scion Lou, 
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Selwyn James, Paul Forbes, Dick Beach, 
Tony Carey, A. K. Leach, 

Heber Lewis, Elmer Bradley, 

Roger Brown, George Pugh, Joe Hadley, 
Justus Driver, Hugh McKee, 

Sink Walser, Hank DuBreuil, Ed Lee. 

Lyle and Ruth Munson, have a merry! 
Ditto to Harold Potts, Bob Berry, 

John and Bill King, Tom Wise, Don Barton 
The Three Cirillos, Harold Martin, 

Sam White, Jim Krumme, Larry Filson. 
Wilson Frost and Frosty Wilson. 

Ogden Babson, sing us a carol! 

Join in, Don Ward, Arch Ault, Red Harrell, 
And sing a rousing good wassail 

For Matt Mathias, Lambert Vail, 

Harry Baldwin, Royal Decker, 

George Kaneb, Clyde Hurst, Jack Becker, 
Howard Hay, John White, Don Swanson, 
Billy Gibbs, Paul Strahl, Forde Johnson. 


/ or Sonny Thornton, a tip of the homburg! 
‘ Another for Charlie Quinn, Bob Stromberg, 
Harold Flanzer, Carroll Riggs, 
George Conklin, Bill and Coyle Briggs, 
Bud Braun, Bud Mauger, Leon Hess, 
Morris, Bill, and Taylor, Jess. 
Harry Kaufman, take a bow! 
All hail, Al Stebbings, Kenneth Howe, 
Purdom Thomas, Johnnie Newell, 
Nelson Harris, Ernie Sewell, 
Marshall Pease, Mort Sand, Hugh Lacy, 
Sopher, Bill, and Kellum, Stacy! 
Three cheers for Harry Bade, Jim Wait, 
And Choo-Choo Justice, Tarheel great! 
Let’s hear it, folks, for Douglas Bone, 
Carl Zamloch, Bosock Frank Malzone 
(Who’s sellin’ tires when not third-sackin’), 
Randy Walthius, Cal MacCracken 
(Oil heat’s favorite racquetteer), 
All the Miltons, Randy Deer, 
The Bonded gang and father Paul, 
Lennie Braun, Carl Ross, Al Wall, 
The Williams boys, Tom, Howard, Aden, 
Hizonner Henry Burns, Bill Naden, 
Charlie Pease, Tom Brown, Paul Hawk, 
The Two Crooks, Turner Clack, Ralph Glock. 
John Robinson, Jack Blake, the Dimets — 
Tonight we’re going to go the limits! 


very special Christmas greetin’ 

To Bob Shortal, Jay Spry, Ken Beaton; 
To Leslie Choyce, Lon Kump, Herb Roy, 
Mrs. Neverman’s fair-haired boy, 
Karl Friend, Wing Wingfield, Richard Borden, 
Spencer Baggs, Bob Burg, Doc Jordan, 
Dick Brehme, Ralph Harding, Harvey Luckett, 
Drink from our bottomless Christmas bucket! 
Ed Lang, Bert Astrup, Bob Dow, Reid Hughes— 
We'll toast ’em all till the landlord sues! 


illard Wright! Jack Lenker! Off to your beds? 
May visions of octanes dance in your heads! 
A stirrup-cup now to Jack Grant, Lou Wilke, 
Sullivans Jack, Duke, George and Silky; 
Santa, don’t forget L. T. White, 
Or Hoffman, Dart, or Colley, Dwight, 
And, Santa, make a last goodbye-stop 
At Adam Rumo’s API-shop, 
With gifts for Adam, Jim(s) Bruce, Pete, 
To make their Christmastide complete. 
Now, Santa, you may carry on, 


With a parting salute from —BETHELL, JOHN 





PREMIUM 


Hoa r i Once in a 
great while 
a gasoline pump 

is designed that 

is of interest 

to marketers 

for far more than 

the usual reasons. 

This new $-52 

is such a pump. 

Write for a catalog 

explaining why. 

Gilbert & Barker 

Mfg. Company 

West Springfield, 

Massachusetts 

Toronto, Canada 
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Siteman sounds call to ‘dependent’ refiners and 
‘dependent’ private brand operators to join him 


in Washington . . 


To THE EDITOR: 

The price wars going on in many 
sections of the country bring back to 
my mind the price wars in the thirties 

in St. Louis. One 
price war con- 
tinued until all 
the so-called cut 
raters were put 
out of business 
with the excep- 
tion of one sta- 
tion operated by 
Spur, two by 
Hoosier Pete, and 
two by Site Oil 
Siteman Co. 

My company 
was one of the charter members that 
organized SIGMA (Society of Inde- 
pendent Gasoline Marketers of Amer- 
ica), of which I had the honor of 
being president for two terms. It was 
my firm belief at the time that the 
only solution to most .price wars was 
to separate production from the fully 
integrated companies. In other words, 
remove from these companies the tre- 
mendous tax advantage they enjoy and 
misuse in the marketing of the finished 
product. This would give the refiner 
without crude a Chinaman’s chance 
to survive. This would also put all 
retailers on the same level, at least 
as far as federal taxes are concerned. 

I speak now for my company, not 
for SIGMA. At board meetings, vir- 
tually the entire board repudiated my 
theory. I bowed to the majority and 
went along with their theory that a 
process of education would eventually 
cure the ills of the market place. 

You published my answer (NPN— 
July °60, pl2) to Mr. Rathbone’s 
speech which started the Esso policy. 
I pointed out nine distinct develop- 
ments which must follow. Anyway, 
since Mr. Rathbone stated that in 
some places the independent enjoyed 
as much as 50% of the market, every- 
body wanted to get into the act. Thus, 
permanent price wars became inevit- 
able. 

In my address in Chicago in No- 
vember 1960, at the annual meeting 
of SIGMA, I spoke on “The Danger 
Facing SIGMA,” to no avail. SIGMA 
continued its policy of avoiding gov- 


. NPN’s jobber survey praised 


ernmental interference. It apparently 
still feels that the integrated companies 
will have the foresight to protect the 
27.5% depletion they enjoy by not 
overplaying their hand. I refer to their 
ability to crush the “independent” (?) 
refineries, who have little or no crude, 
and the “independent” (?) private- 
brand operator. Both are doomed if 
they do not present their problem to 
the government. 

It is my personal opinion we have 
no right to survive if we take it lying 
down by permitting the company with 
lots of crude to get the 27.5% de- 
pletion and use it to knock us out in 
the market place. 

It is getting late. The “dependent” 
refiner and the “dependent” private- 
brand operator must get together 
NOW. The head of each company 
must join me in Washington, and I am 
willing to wager the price of one price 
war that we will either get divorce- 
ment at the crude level or we will 
have the 27.5% depletion reduced 
substantially. I emphasize, we, the 
owners of our businesses, must do it. 
Under no conditions must we delegate 
it to our attorneys or a professional 
lobby. 

Gazing in the crystal ball I can see 
production divorced, with the 27.5% 
depletion used as Congress intended 
it to. I can also see a free refinery 
market with a level of prices that 
show a reasonable profit to an efficient 
operation. I can also see an end to 
subsidized price wars. The station op- 
erator will have to learn to compete 
just like any other retailer, without 


his supplier financing a sale below | 


cost. 


PHIL L. SITEMAN | 


President 
Site Oil Co. 
St. Louis 


P.S. My definitions follow: 

Independent—company or individ- 
ual who is not dependent on any one 
phase of his business. He must have 
crude production, refining capacity, 
transportation, and retail outlets, such 
as Esso, Gulf, Sun, etc. 

Dependent refiner—one who has 
no crude or retail outlets. 


(Continued on next page) 


December, 1961 + NATIONAL PETROLEUM NEWS 








Get the 
BEST 
quick 
coupling 


EVER-TITE 

Standard 

Adapter 
and Coupler 


EVER-TITE 
Adapter 
and Coupler 


EVER-TITE 
Shank Hose 
Coupling 


Get the 
most for 
your 
money 


EVER-TITE 


QUICK COUPLINGS 


give you QUICK connections that 

speed deliveries — TIGHT connec- 

tions that protect your product. 
Ask your distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street, New York 19, N. Y. 
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Letters 


Dependent marketer—one who has 
no crude or refining capacity. 

Branded dole marketer—the retailer 
with a subsidy or dole. 

Unbranded dole marketer—the pri- 
vate brand operator with a subsidy or 
dole. 

Cut rater—a dependent marketer 
who insists on greater than a 2¢ dif- 
ferential. 


Jobber Survey 


“The Future of the Jobber” (NPN 
—Nov. p93) fills a need. It will in- 


terest and help oil jobbers and all who 
supply them. 

Petroleum marketing is undergoing 
much overhauling. This has caused 
rumors and speculations as to the 
jobber’s future. 

Your survey explains all of them. 
You measure the relative importance 
of each. Your data provides facts to 
replace guesses. 

You tell the jobber what it takes to 
proceed with confidence. The Paul 
Forbes article (“How a Jobber Gears 
His Business to the Future,” NPN— 





ASK PUMP “PROS” 


who compare costs 
in pennies 
per gallon pumped 
They'll say... 


“SPECIFY 


VIKING 
PUMPS” 


Pump men, whose major job in industry is to keep ’em pumping at 
minimum cost, are the ones to ask about pumps. These “‘pump 
pros” will tell you to specify VIKING Rotary Pumps because they de- 
pend upon them and you can depend upon them, too. Dependability 
is more important than ever before in these times of rising costs. 


It’s not only the original cost, but operating expense and par- 
ticularly upkeep expense that put Viking Pumps out front in so many 
comparisons. For instance, Viking has the right size pumps to fit 
your needs—no need to compromise. Vikings are available in more 
sizes and models than any other rotary pump. 


Long pump life means lower costs, too. Viking’s new line of truck 
mounting pumps are built for heavy-duty usage. Many outlast the 
life of the truck, cutting upkeep expense. 


Start cutting costs. Send for Viking catalog GR. 
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VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. 


In Canada, It’s ‘‘Roto-King’’ Pumps 


Offices and Distributors In Principal Cities * See Your Classified Telephone Directory 








Nov. p102) illustrates the right for- 

mula: Think, plan, and be ahead. 

The jobber who is alert, eager to 

learn and grow, will dominate pe- 
troleum marketing in any size city. 

L. T. WHITE ° 

Washington, D. C. 


Your series of articles on the jobber 
needed doing in the thorough work- 
manlike way that has become char- 
acteristic of your publication. 

You’ve “hit the nail on the head” 
again. The article in your November 
issue does a particularly fine job of 
“laying the cards on the table” pro 
and con. 

Many of the important points you 
make coincide with my observations 
as I have become familiar with the 
businesses of hundreds of jobbers. 

If only the jobbers who could bene- 
fit most would take advantage of the 
unusual opportunity they have to pre- 
pare for the future by regularly at- 
tending the management institutes 
sponsored by their state jobber as- 
sociations! 

Jobbers themselves must attend to 
benefit fully. Sending their second 
man is fine, but not the answer to get- 
ting dollars-and-cents results. Your 
article should get the message to some 
of those jobbers that it’s getting late! 

Incidentally, it’s most encouraging, 
and a little embarrassing, to find that 
jobbers who do attend management 
institutes are showing up us suppliers 
in many, many ways in the matter of 
efficient and effective operation of 
their businesses. More power to them, 
and may the number greatly increase! 
It’s much to our mutual benefit. 

W. P. MARQUAM 
Manager, Trade Relations 
Pure Oil Co. 

Palatine, Ill. 


>You and your staff have gathered 
some interesting facts about the 1961 
jobber. I am greatly impressed with 
your presentation of so much informa- 
tion. 

This picture, which you have 
painted so clearly and in such detail, 
will help both jobber and supplier in 
building healthy jobbers of tomorrow. 

PAUL A. FINCK 
Paul Finck Oil Co. 
Union, Mo. 


YOUR CHRISTMAS GREETINGS 
AND PACKAGES WILL GET THERE 
FASTER IF YOU MAIL EARLY! 
to Distant Points, by December 10th 
for Local Delivery, by December 16th 
Address Legibly—Include Postal Zone 
Number and Your Return Address— 


Wrap Packages Securely—AND .. . 
MAIL EARLY! 





NATIONAL PETROLEUM NEWS + December, 1961 








The New Buckeye Spy — one leak detector valve serves all dispensers in remote systems — 
warns of dangerous leakage, avoids costly fuel loss, contamination. 


Buckeye’s new SPY eliminates the need for individual leak 
detecting valves for each dispenser in service station remote 
pumping systems. A single #9539-A Valve can be adjusted 
to detect even the smallest leak anywhere in the system. 





@ CLOSES AUTOMATICALLY when 
line pressure drops below a pre- 
determined level. 


@ RESETS AUTOMATICALLY after 


line pressure is restored. 


2” Buckeye Leak Detector @ MAY BE OPENED MANUALLY with 


Valve #9539-A optional wrench. 
(Patent Pending) 





Mounts on the outlet side of the pump for easy access. 
Features a pressure sensing boss for taking pressure read- 
One Buckeye SPY detects : Dasgpaie P : of eP : paisa 
leaks anywhere in your system, ings and an adjustable bypass needle valve which can be 
| set to indicate even the smallest loss in pressure. Available 
For details, write: 2% with either 2” N.P.T. or 2” union outlet. 


Write today for new Buckeye Service Station Equipment catalog 


€. BUCKEYE IRON & BRASS WORKS, P.O. BOX 883 + DAYTON 1, OHIO 
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Money-Making Ideas 


Discount-house tires 
are a selling tool for 
quality-grade tires 


A PORTLAND, ORE., dealer keeps a 
couple of heavily advertised tires sold 
at nearby discount houses on hand so 
that prospects can compare weight, 
appearance, and structure with his 
quality-grade tires. He finds that cus- 
tomers, when they see the difference, 
will usually buy the better grade. 


$ 


AN INEXPENSIVE WAY of thank- 


TANK CAR— a ing customers, and keeping his service 


station in their minds, is used by a 


TANK TRUCK Milwaukee dealer. He gives away 


packs of tissues that slip over the sun 


UNLOADING HOSE visor. His name, address, telephone 


| number, and sales messages are print- 
ed on the packs. 


Ligldiveight ... FOR EASY HANDLING $ 


SOME DEALERS find it profitable to 
5 ask customers for comments on their 
Nikprot eee FOR FULL, F AST FLOW service. After working on a car they 
send a “Thank You” card asking: 
| “Were you satisfactorily treated?”; or 
Canale eee FOR LONG SERVICE LIFE | “Was there grease on your car seat?” 
They find this display of interest brings 
For important savings in handling gasoline from tank car or truck, the customers back. 
be sure the hose you buy is “NEWTYPE”. $ 
Full inside diameter, even on sharpest bends. 
Highest resistance to wear and weather. sales opportunities on the instrument 
. . . . “ ales unities e i 
Yellow —e oe for — identification. panels of the cars they service. There 
Sizes 1%" to 4" L.D., in maximum lengths of 50 feet. are more than 30 opportunities for re- 
placement items and dashboard ac- 


"if it’s GOODALL, it Must be GOOD!” cessories—from air-conditioning con- 


trols to windshield-wiper controls. 





HAVE YOUR DEALERS watch for 








Goodall Rubber Company Date s $ 
Whitehead Road, Trenton 4, N. J. 


gig : GET YOUR DEALERS to wrap 
Send “NEWTYPE” Catalog and Prices 0 Have your representative call “giveaways” in inexpensive gift-wrap- 


eee ping and hang them on a driveway 


City State Christmas tree this month. Customers 
Att. of can be invited to pick a “surprise” 
gift while their cars are being refueled. 


$ 


Standard of Quality—Since 1870 ° E HOSE + BELTING - FOOTWEAR - CLOTHING | ONE DEALER attracted tire pros- 


SOS AND OTHER INDUSTRIAL RUBBER PRODUCTS | pects by stacking tires high in a single 
D L L | leaning pile, like the famed Tower of 
CNYIONY Pisa. The trick is a tall iron pipe cant- 
d at the top to give the illusion of 

GENERAL OFFICES, MILLS and EXPORT DIVISION, TRENTON, N. J. | topplinc, Bottom cires are j 


| toppling. Bottom tires are inflated to 
BRANCHES AND DISTRIBUTORS THROUGHOUT THE UNITED STATES. | prevent crushing. 
IN CANADA: GOODALL RUBBER CO. OF CANADA LTO., TORONTO. | 
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BECAUSE IT IS... 


PROTECTIVE © eceliminating unexpected service costs and re- 
ducing your losses due to “DOWN TIME.” 


PREVENTIVE = providing the opportunity to make scheduled 
Pp < pp y ! 
and necessary adjustments to assure continuing 
dependable performance. 


PRODUCTIVE = keeping your National Cash Register equip- 
ment operating at “PEAK” efficiency. 


For over 77 YEARS, users of National Cash Register Company equip- 
ment, in all lines of business, have been telling how their National Busi- 
ness Systems save money and increase their net incomes year after year. 


With a National Maintenance Agreement your equipment can be kept 
in tip-top condition to make your business system more profitable. 


For your convenience there are over 500 locations in the United States 
and Canada where factory-trained servicemen are available. Call your 
nearest National Cash Register Company office for information and service. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio >aeyrrama 
1039 OFFICES IN 121 COUNTRIES * 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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What! -Veeder-Root marketing gasoline? Not so strange. For 29 years a 
Veeder-Root computer has been a familiar face on almost all gasoline 
pumps. From the original 8-inch model to the exciting preset prototype 
Veeder-Root gasoline computers keep station efficiency and customer 
satisfaction going up. That’s because Veeder-Root never stops searching 
for a better Computer for better gasoline marketing. For information on 
the most recent developments write or call Special Products Manager, 
Veeder-Root Inc., 70 Sargeant St., Hartford 2, Conn. Count on...Veeder-Root 


One of a complete 
line of gasoline com- 
puters, this semi-au- 
tomatic reset model 
accurately records 
the amount and com- 
putes the value of the 
product delivered . 
from pump to tank 
... always guarantees 
a correct transaction. 


NATIONAL PETROLEUM NEWS * December, 1961 





SHELL OIL COMPANY 
TYPE S-20-B 


Poms Bat 


..and BEAUTIFULLY PERMANENT! 





Fast construction... maintenance-free operation...and 
inviting cleanliness—these are only a few of the big advantages 
of LUSTERLITE Porcelain Enameled Service Stations. 


The permanent beauty of these stations assures lasting 





customer appeal...and porcelain enamel saves costly yearly 


painting maintenance. 
LUSTERLITE supplies most major oil companies. 


For drawings and prices, write 


CHICAGO VITREOUS CORPORATION «¢ CICERO 50, ILLINOIS 
A DIVISION OF THE EAGLE-PICHER COMPANY 


"1 USTERLITE 





PORCELAIN ENAMELED STEEL SERVICE STATIONS 








2700 “ayes” 


nave @... 


More than 2700 graduate dealers can verify the success 
of The Atlantic Dealer Training Program. Atlantic offers 
its gasoline distributors and their dealers this excellent 
opportunity to obtain complete and practical service 
station management training. 

BASIC COURSE. For new or prospective dealers. Com- 
plete in-station training in mechanics and services plus 
basic courses in service station management. Five weeks. 
INTERMEDIATE COURSE. For dealers with limited 
experience who desire additional management training in 
finances, personnel selection and inventory controls. This 





course requires two and one-half weeks for completion. 


ADVANCED COURSE. For experienced Atlantic 
Distributors and their Dealers who are interested in a 
thorough review of fundamentals and a broad discussion 
of the most advanced management methods and mer- 
chandising techniques. Two weeks duration. 

All of the courses which are described above are con- 
ducted in Atlantic’s Regional Areas. 

For complete information write or call. 

Regional offices: Philadelphia, Pa. « Providence, R.I. 
Syracuse, N.Y. ¢ Pittsburgh, Pa. +» Charlotte, N.C. 


LOOK TO ATLANTIC FOR THE BEST IN MODERN MANAGEMENT TRAINING 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 





At the center island, winged-shaped canopy extends from island to office. Built-in coffee shop repeats the design 


Canada’s newest 
prefab station 


Constructed of porcelain, 
it features winged canopies over 
office and three pump islands 


T A BUSY JUNCTION in London, Ont., Super- 

test Petroleum has placed an all-porcelain pre- 
fab, one of the few ever erected in Canada. The 
station, on a site roughly 160 ft.x170 ft., is at a 
rounded corner that forms the junction of two im- 
portant highways. Supertest says the design and 
location of the station is attracting a sizeable vol- 
ume of traffic. 

Most unusual feature of the station is the use of 
wing-shaped canopies over all three pump islands. 
At the center island, the canopy is an extension of 
the office and display-room roof which repeats the 
winged motif. (Continued) 


Supertest’s all-porcelain prefab, located at a busy junction in London, Ont., attracts a sizeable volume of traffic 





QUIET AUTOR 


SUSPENDED 
FURNACES | 
7 NEW SIZES — 


© se 


5 ,000 B.T.U. 


CAPACITIES 
Right or Left Air Flow 


PLUS 3 LARGER SIZES 


224,000 B.T.U. 
350,000 B.T.U. 
450,000 B.T.U. 
All Furnaces Equipped 
w/Minneapolis Controls and 
QUIET AUTOMATIC OIL BURNER 


It pays to buy a 
Quality - oil furnace 





QUIET AUTOMATIC BURNER CORP. 


MANUFACTURING ENGINEERS 


NEWARK, 4, N.J. 


FACTORY - MONTCLAIR, N. J. 


Warehouses and Shipping Points 


BALTIMORE ’ BOSTON 
CHAREOTTE, & C @ CHICAGO, ILL 





Regions 


High-mounted display cabinets on islands hold canned oil, 
accessories, and receptacles for used oil cans. 


{Begins on page 19) 

The 12-ft.x14-ft. glass-walled office and display 
room extends 10 ft. beyond the building line, giv- 
ing a clear view of the two pump islands located 
at the far right and left sides of the drive. 


Built-In Coffee Shop 


One wing of the station houses a small restau- 
rant, leased to operators of a coffee-shop chain, 
Richie of St. Marys, Ont. The roof overhang along 
the side wall of the restaurant wing also repeats | 
the double-winged design of the center pump- 
island canopy. 

Although the station makes no special bid for 
truck patronage, many trucks do pass the location. 
A large land area at the back of the station with 
a gravel surface offers plenty of parking space for 
all vehicles. 

The 16-ft. pump islands are cast in Jiffy steel 
forms. The concrete base has a hollow center sec- 
tion covered by three sections of steel checker 
plate. The hollow area makes it simple to change 
wiring and piping, or shift pumps if the need arises. 

A high-mounted display cabinet on each island 
is an experimental unit made by C. J. McDonald 
& Co., Toronto. A center section for accessories 
is glass-enclosed. Sections to the right and left are 
open for storing canned oil. A receptacle for used 
oil cans is built into one end. 


Development of the Prefab 


The building itself is a product of Alumasteel 
Structures Ltd. of Port Credit, Ont., a subsidiary 
of Bridge & Tank Co. of Canada Ltd. Although 
prefabs haven’t been used much in Canada, Aluma- 
steel in the past year has sold prefabs to two other 
oil companies and one rubber company. 

Alumasteel’s basic development is a cold-formed 
steel framing system with an all-porcelain exterior. 
In some cases, Alumasteel used an exterior of 
Transitop, a Johns-Manville product consisting of 
an asbestos veneer on a wood-fiber core, with a 
painted finish. 


For its London station, Supertest decided to use 
porcelain, for its appearance and freedom from 
future maintenance. ® 
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Money-making Ignition 
Servicing depends on 
having replacement 
parts on hand. 
‘Completely re-styled 
merchandising. 
Cabinets . . . hold:all 
the ignition parts you 
need. They sell your 
ignition service 24 
hours-a-day. Every 
NIEHOFF assortment 
includes a Free Gift 
Pack that more 

than covers the cost 
of the Cabinet. 

Each Cabinet can be 
locked, features 
streamlined stock 
control—can be hung 
on wall or placed on 
modern legs. Service 
stocks are of the 
fastest turn-over items 
selected to give you 
quick return on 

your investment, 
you’re BEST OFF 

with NIEHOFF! 


STOP 


NIEHOFF IGNITION PARTS AND 
R NIEHOFF JOBBER TODAY! 





AUTOMOTIVE PRODUCTS 
C. E. NIEHOFF & CO. 


Ave., Chicago 30, Ill 


Lawrence 
N. Olyme Bivd., Los Angeles 15 
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Profitable ignition 
servicing is assured 
with this new quality- 
built NIEHOFF Ignition 
Testing Equipment. All 
new, all the way 
through . .. from the 
sleek and durable 
outside to built-in 
accuracy inside... 
easy-to-read dials . . 
simple controls .. . 
compact ... convenient 
handles .. . long, 
trouble-free perform- 
ance. You buy only 
elements you need to 
meet your require- 
ments ... and they’re 
reasonably priced too! 
Investigate today .. . 
see why you’re BEST 
OFF with NIEHOFF! 


New T-45 Ignition } 


3 


Efficiency Tester | fm | 
citiciency 'ester bi 
| LS : 


j New 1-44 Combination 
| Dwell Meter—Tachometer 


New T-40 Voltage 
Regulator Tester 


THE COMPLETF LINE OF NIEHOFF IGNITION PARTS ANI 
NG EQUIPMENT AT YOUR NIEHOFF JOBBER TODAY 


AUTOMOTIVE PRODUCTS 
C. E. NIEHOFF & CO. 


> Ay 3 ' 





Even under severe bending... 
Gates Tank Truck Hose gives 
fast, extra safe delivery 


The special braid construction and 
wire reinforcement of Gates 24HW 
Tank Truck Hose allows it to take 
sharp U-bends without reducing 
working pressure or burst-resistance 
strength. At such bends, the burst- 
resistance strength of ordinary tank 
truck hose is materially reduced. 
This means that Gates 24HW has 
a higher safety factor than ordinary 
tank truck hose...is a safer hose 
to use. 

Gates 24HW is flexible and easy 
to handle even in the large 4” I.D. 
size used for dump service. As a re- 
sult, it takes much of the labor out 
of gasoline and fuel oil deliveries, 
speeding them along so that more 
deliveries can be made per day. 


Gates makes a hose for every 
petroleum marketing application— 
tank truck, oil and gasoline suction, 
curb punpp, air, water—every kind of 
hose...a full range of sizes...all top- 
quality products of Gates continuing 
program of Specialized Research. 

You get fast delivery from local 
stocks. Gates Distributors, located 
in all parts of the country and 
throughout the world, have stocks 
of petroleum hose on hand, backed 
by Gates Service Centers in every 
major industrial area. This means 
that you always get quick delivery 
of Gates Petroleum Hose from a 
local source. Call your nearby Gates 
Distributor when you need petroleum 
hose of any kind. 


The Gates Rubber Company, Denver, Colorado 


Gates Petroleum Hose 


NEW 

Gates 

Lok-Pin 

Reusable 

Coupling 

The new Gates Lok-Pin 
Coupling can be installed in 
1/10 the time of ordinary re- 
usable couplings, and is easily 
installed in the field. Tests 
have proved that this coupling 
has twice the holding power of 
any other reusable coupling. 


A Gates Hose for any 
petroleum marketing 
need is quickly 
available from your 
local Gates Distributor 
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Even the kids are chanting catchy slogan on Ferguson Oil’s trucks and cars 


The East 


Our furnaces is sellin’ 
good, sez jobber with 
new advertising slogan 


EVERYBODY in the Lockport, N. Y., 
area now knows that Ferguson Oil 
Co., local Mobilheat jobber, handles 
oil-fired furnaces. 
That’s just the re- 
sult company 
president Larry 
Ferguson hoped 
for when he start- 
ed an advertising 
campaign several 
months ago to an- 
nounce that from 
then on, Fergu- 
son Oil was going 
to push oil equip- 
ment. 

But if you think the campaign set 
Ferguson Oil back a lot of money, or 
that high-pressure tactics were used 
to get the results Ferguson wanted, 
you're dead wrong. 

One simple theme was_ used 
throughout the campaign and it was 
presented to the public in rough- 
looking home-made signs. The simple 
theme: “Fergy Fer Furnaces.” And 
even the theme came from a com- 
pany employe. 

This alliteration greeted local resi- 
dents from the rear of Ferguson’s 
four oil-delivery trucks, from the sides 
of his two service trucks, from the 
sides, front, and rear of a service car, 
and from the sides and rear of a 
sales truck. It even appeared on 
home-made “campaign” buttons worn 
by Ferguson’s burner-service men 


By 
Cornelius Brodersen 


and other employes. The catchy 
phrase was purposely misspelled to 
attract attention. 

When children began to take up 
the “Fergy-Fer-Furnaces” chant as 
they saw a Ferguson truck come 
down the street, Ferguson got the 
idea of putting that chant on tape 
for use in radio advertising. The same 
phrase was used in newspaper ad- 
vertising. 

Wherever the slogan was written, 
it seemed that somebody had been 
let loose with black paint and a brush 
to scrawl the words. That’s exactly 
the impression Ferguson wanted to 
make. “If we had used signs painted 
by a professional man, with nice let- 
ters and all that, nobody would have 
paid the slightest attention to them. 
That’s why we made them the way 
we did. We wanted them to look un- 
professional so they would catch at- 
tention and would be remembered 
by all who saw them,” Ferguson says. 


»New York State tax authorities say 
gasoline-tax revenues are rising de- 
spite the growing popularity of com- 
pact cars. The tax department says it 
expects to reach its estimate of $227- 
million in gasoline and diesel-fuel 
tax revenue in the 1960-61 budget 
period. That’s $5-million more than 
in the previous fiscal year. 


»>Two Long Island heating-oil jobbers 
have merged. Ray Nathan of Ray 
Nathan Oil & Air Conditioning Co., 
Freeport, and Charles Krumenacker 
of Bedford Oil & Burner Service 
Corp., Floral Park, are now operating 
as Bedford Oil & Air Conditioning Co. 
Inc. from new offices in Floral Park. 
Nathan is president with Krumenacher 
as executive vice president. 
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THESE ARE 
THE PRODUCTS 


Model 506 
Barrel Pump 


STANDARD FOR 
COMPARISON 


In every industry there is one 
company that sets the pace, one 
company whose products are 
the standard to which all others 
strive. Each product carrying 
the Bennett name is designed 
and produced to set the stand- 
ard for the industry it serves. 








JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
Muskegon, Michigan 
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Southwest 


Jobber gives bonus at 
Christmas, instead of 
long summer vacations 


A TEXAS JOBBER firm has come up 
with a contributory thrift plan which 
provides its employes with Christmas- 
bonus checks 
while _ placating 
them in their de- 
mands for long 
vacations. 

H & H Petro- 
leum, distributor 
of Fina products 
through 22. sta- 
tions in Dallas, 
operates seven of 
the outlets direct- 
ly. Like other job- 
bers with salaried 
station operations, it has found the 
task of shuffling personnel around to 
provide vacations during the summer 
months a tough one. 

The thrift plan was set up to sup- 
plant vacations of longer than one 
week. It has been well accepted by 
employes, and isn’t too expensive to 
the firm. This year at its annual 
Christmas party, H & H will hand out 
checks to about 25 employes, at a 
total cost to the company of $3,000. 

After an employe has been with 
H & H for one year, he is entitled to 
one week’s vacation. In addition, he 
can then start participating in the 
thrift plan by having 3% of his pay 
deducted. The company matches his 
contribution. 

After his first year’s participation, 
the employe’s amount of contribution 
can be increased 1% per year, to a 
maximum of 6%. These additional de- 
ductions from his pay are also match- 
ed by the company. 

“We started out with 3%, figuring 
the total amount would represent 
about one week’s extra pay,” says O. 
H. Hott, H & H president. “By the 
time a man gets up to 6%, his bonus 
check will average two weeks or more 
of his regular pay. They are happy 
with the arrangement, and we certain- 
ly are. It is almost impossible to give 
vacations of two or three weeks dur- 
ing the summer season, when our sta- 
tion business reaches its peak.” 


Continental Oil’s L. F. McCollum, 
reporting on a 7.8% (or $3.6-million) 
drop in first nine months earnings 
from last year, told stockholders the 
third quarter was hard hit by lower 
product selling prices, among other 


By Marvin Reid 
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reasons. He pointed out refinery gaso- 
line prices in the Mid-Continent were 
the lowest in 11 years. He said the 
oversupply of products contributed to 
price wars throughout much of the 
nation and in turn led to reductions 
in refiners’ margins. 


> Marshall Traylor, long-time Phillips 
jobber in what he terms the “piney 
woods” section of East Texas, has 
leased his properties to Phillips. He 


still has a small private-brand opera- 
tion, but probably will give up the 
jobbing business completely. 


Taxes remain as certain as death in 
Texas, but that doesn’t keep them 
from being in a confused state. Texas 
Oil Jobbers Assn. has been holding a 
series of meetings around the state, 
seeking help from state officials in in- 
terpreting what should and should not 
be taxed under Texas’s new 2% sales 
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tax. Everybody remains confused, in- 
cluding the officials. 

The state legislature may be asked 
to change the method of collecting 
the sales tax on lubricating oils, put- 
ting the responsibility on jobbers and 
refiners instead of retailers. 


>There are a few other things out- 
side of price wars happening in the 
Southwest which may be of interest. 
For instance, remember the trading- 


stamp plan which was to give points 
instead of stamps (NPN—June p25)? 
The plan was to put the program on 
an electronic data processing system. 
Customers would have accumulated 
points which could be traded for either 
wares or other premiums. 

This plan died before it got off the 
ground, though at least two major 
oil firms were very much interested in 
it. The program’s two principal back- 
ers pulled out, and that was that. 





TRANSFUSION 


FOR “TIRED-TIRE” SALES 


To inject new life into your tire busi- 
ness, get back to the sound logic of 
why people buy tires. Safety— 
performance—economy through last- 
ing wear. 

To extend these qualities, many tire 
manufacturers add ‘‘something 
special” to their rubber. UOP 88 or 
288 Antiozonants—to prevent pre- 
mature tire failure; protect against 


ozone cracking; give dealers a mer- 
chandising ‘‘extra’’ to boost sales. 


Are these advantages built-into the 


tires you handle? 


Available to all manufacturers, 


UOP Antiozonants are but one of the 
many ways UOP creative petroleum 
research helps you—by helping indus- 
try build better products. 


UNIVERSAL OL PRODUCTS COMPANY 


® 30 Algonquin Road, Des Plaines, Illinois, U.S. A. 
WHERE Kescancn IS PLANNED WITH PROGRESS IN MIND 
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Midwest 


Kerr-McGee adds three 
terminals to strengthen 
Deep Rock marketing 


KERR-McGEE Oil Industries Inc., is 
strengthening its Deep Rock market- 
ing operations in the Midwest. 

The marketer has opened its first 
pipeline terminal in Indiana and_will 
add two more in Chippewa Falls and 
Madison, both in Wisconsin, shortly. 
All terminals are in Kerr-McGee’s 
new eastern sales regions, which in- 
cludes Indiana, Wisconsin, and Illinois. 

The Indiana terminal, at Claremont, 
is directly tied into the company’s 
Wynnewood, Okla., refinery by Texas 
Eastern’s “Little Big Inch” line. Stor- 
age facilities are for regular and pre- 
mium gasolines and two grades of 
heating oil. 

Of K-M’s two other terminals, the 
Chippewa plant is on the Great Lakes 
pipeline system and the Madison fa- 
cilities will be on the Badger line, with 
both receiving product directly from 
Oklahoma refineries. 


Southeast 


Humble buys out Joco 
Petroleum, Rome, Ga., 
sets up Esso agency 


MOST OF THE STATIONS Humble 
acquired this year in Georgia are lo- 
cated in one town—Rome. Humble’s 
Esso region got 
nine of the sta- 
tions when it pur- 
chased Joco Pe- 
troleum  Corp., 
Rome, former At- 
lantic jobber. It 
added another 
four from other 
sources and set 
up a direct opera- 
tion in the town. 

Charles Mara- 
ble, former Stand- 
ard of Kentucky agent, is the new 
commission agent in Rome. He oper- 
ates the first Esso agency in the states 
of Georgia, Alabama, Mississippi, 
Florida, and Kentucky. 

The new agency will build at least 
three stations in the next year, and 
Humble officials expect the Rome 
operation to do at least 100,000 gal. 
a month in the coming year. 

The old Joco Petroleum bulk plant 


By B. E. Barnes 
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will not be used. Instead, Humble is 
building a new plant with two 25,000- 
gal. tanks for gasoline, and four 10,- 
000-gal. tanks for premium gasoline, 
solvents, fuel oil, and kerosine. 


>The armed forces’ top procurement 
brass came to Atlanta recently for the 
annual Quartermaster Assn. conven- 
tion, and the accent was on oil. Pe- 
troleum tours, seminars, and talks 
took up most of the three days. 
Seminar topics included pipeline 


movements in the Southeast, flexible 
containers for petroleum, military pe- 
troleum distribution in the Far East, 
petroleum economics, and Russian 
tankers. Delegates were told that 
Russia’s tanker-building push may in- 
crease its dead-weight tonnage ca- 
pacity from 1.2-million at the end of 
1960, to over 3-million by 1965. 
Number of tankers would jump in 
that period from 130 to about 250. 
Plantation Pipe Line Co. took the 
visiting brass on a tour of its Dora- 
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Here’s a little accessory of major importance to any 
station operator. Tokheim DUAL SWIVEL isa 
definite advancement—is more functional, more 
durable, and will pay for itself quickly by the savings 
in hose. It relieves tension on hose; makes hard-to- 
reach gas tanks more accessible; extends hose reach. 


It also eases the work of the operator. DUAL 
SWIVEL is available in standard hose and nozzle 
sizes from your Tokheim distributor, or with your 
new Tokheim pumps direct from the factory. 
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ville, Ga., terminal. The military men 
were given an insight into the ac- 
complishments and current problems 
of pipelining operations in the South- 
east. 


Florida’s Better Home Heat Coun- 
cil has discovered 4,000 roadside- 
advertising locations that are available 
for oil-heat advertising at no cost. 
Where are they? Service stations, of 
course. 

American, Pure, and Shell have 
already committed a total of 1,728 
stations to the project. The stations 
will place a sign on the lot carrying 
the slogan “You've got a good thing 
in oil heat.” 

Further support for the program 
has been promised by Atlantic, Ten- 
neco, Delhi-Taylor, Gulf, Cities Serv- 
ice, Phillips, Sinclair, and Standard of 
Kentucky. 

BHHC men say the station-adver- 
tising program is serving as a pilot 
plan for National Oil Fuel Institute. 


Rockies 


Colorado authorities 
plan strict enforcement 
of laws on hauling oil 


STEPPED-UP ENFORCEMENT of 

the present state law, and behind-the- 

scenes maneuvering on possible new 

regulations are 

shaping important 

changes in tank- 

truck hauling of 

petroleum _ prod- 

ucts in Colorado. 

State author- 

ities warned pe- 

troleum carriers 

they will rigidly 

enforce a law that 

bans hauling split 

loads of gasoline 

and fuel oil in 

tank compartments which have dis- 

charge valves manifolded together to 
unload through a single outlet. 

Harvey Houston, director of the 
state’s oil inspection department, said 
and investigation of several reports of 
contamination were traced to this 
practice. 

He sent a directive to all petroleum 
carriers reminding them that state law 
prohibits “loading of so-called split 
shipment in manifolded multiple- com- 
partment tanks when shipment is to 
be unloaded and offered for sale at 
any point within the state.” 

The statute stipulates that “any 
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Most major oil companies have already switched to the lightweight can. 
If your firm hasn't, consider these important points... 


LIGHTWEIGHT CANS PROVEN IN USE! Companies that con- 
verted months ago report complete satisfaction with 
Canco lightweight can performance—in every phase of 
packing and distribution. Although substantially 
lighter, these new cans actually have improved strength- 
to-weight characteristics! 


EVEN USED FOR EXPORT! Many motor oil companies are 
sending these lightweight cans to foreign markets. What 
better proof of the sturdiness and durability of this new 
lightweight plate! 


LIGHTWEIGHTS CUT YOUR COSTS! You spend less to buy 
and ship lightweight cans, so you get an important extra 
margin to build net profits and promote new business. 


AVAILABLE IN BRIGHT FINISH PLATE! Your label will be as 
attractive as ever, for Canco now provides lightweight 
cans in bright finish plate. And at no penalty—you pay 
economical 2CR prices. 


LIGHTWEIGHTS ARE HERE TO STAY — make the switch now! 
Remember, you save on each can you buy... each can 
you ship. Call your Canco salesman today. 


AMERICAN CAN COMPANY 


NEW YORK «+ CHICAGO - NEW ORLEANS - SAN FRANCISCO 
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loading or unloading line once used 
for one class of fuel products shall 
not be used for loading or unloading 
other classes of fuel products until the 
lines have been thoroughly cleaned.” 

Houston said the crackdown is 
intended to curb the practice of trans- 
porting high-and-low flash petroleum 
products in the same vehicle. He said 
the order does not prohibit the trans- 
portation of (1) split loads of gasoline, 
(2) split loads of distillate fuels, (3) 


split loads of any type in double 
bottom equipment. 

Colorado jobbers are expressing 
growing concern at indications some 
major suppliers in the Denver metro- 
politan area will seek revision of the 
city’s present 1,500-gal. limitation on 
local-delivery transport trucks for gas- 
oline and fuel oil. 

The belief, expressed privately, is 
that if the Denver regulation can be 
revised to permit 3,000-gal. loads, the 
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Superior Kellogg-American engi- 
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Kellogg-American air compres- 
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same change will be made in local 
ordinances of the smaller cities around 
the state. 

United action of jobbers, plus sup- 
port of Fire Chief Allie Feldman, 
succeeded three years ago in beating 
back an attempt to revise the Denver 
ordinance. Feldman opposed the 
changes on safety grounds. He is re- 
ported to be still holding the same 
position. 


The West 


What California's price 
probe means... A new 
$800-million market 


THE MOST SIGNIFICANT thing 
about California’s legislative investiga- 
tion of gasoline pricing is not that 
sinbeanaees some are appear- 
Se ing to make com- 
. plaints, but that 

some are not. 
Its widely 
known that all 
sorts of market- 
ing elements—in- 
cluding inde- 
pendent dealers, 
_ .. distributors, and 
fa /=3 suppliers — have 
By Mark Emond _ been cailing for 
investigations into 

low retail prices. 

Invitations to appear at hearings 
were extended widely, but at the first 
of three scheduled sessions, the only 
complaints were brought by a handful 
of dealer representatives. They urged 
tighter antitrust enforcement. 

One theory is that the current 
federal grand-jury investigation into 
West Coast gasoline pricing has made 
some independents a little hesitant to 
open their mouths. It’s independents 
themselves who have been subpoenaed. 

Another theory was offered in a 
statement made at the Los Angeles 
hearing by Dan Lundberg, public- 
affairs adviser to the California Petro- 
leum Marketers Council, an associa- 
tion of independent oil distributors. He 
said, in effect, that the purpose behind 
demands for investigation of gasoline 
pricing is to scare competitors into 
raising prices. 

“The only time they (some inde- 
pendents) blow the whistle and de- 
mand government investigation is 
when they think that it will frighten 
the industry and give them an artificial 
respite from what the competition has 
to offer,” declared Lundberg. 

“, . « Those who demand govern- 
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ment investigation do so in the spirit 
of a calculated risk.” They do not 
want regulation, but want “to see 
competition suspended for a while,” 
he said. 

The hearings were called by the 
assembly interim committee on manu- 
facturing, oil, and mining. They were 
scheduled for Oct. 23 in Los Angeles, 
Nov. 13 in San Diego, and Dec. 1 in 
Sacramento. 

Lundberg presented figures showing 
price relations between majors and 
independents in 1961. He said they 
prove the reality of price competition. 

Lundberg asserted that price goes 
down because “the more aggressive 
elements are always meeting the low- 
est of the low and eventually pulling 
everybody else down with them.” 

On the other hand, he said, when 
prices deteriorate to low or below-cost 
levels, “‘a tremendous pressure to move 
back up to normal is exerted,” and 
everybody is ready “to seize the first 
chance that comes along to end a price 
war. It takes but one marketer to lead 
such a move... 

“This is why retail prices tend to 
fall off a penny at a time, while they 
move back upward in increments of 
two, three, four, or more cents,” 
Lundberg concluded. 

Actually, the assembly committee 
is only going through the motions of 
investigating gasoline pricing, many 
marketers believe, and nothing is ex- 
pected to come of it. 

The hearings had been slated origin- 
ally by assemblyman Bruce Allen, 
Republican, as chairman of the interim 
committee, but he was later ousted in 
a political hassle with assembly speaker 
Jesse Unruh, Democrat. 


Motor Vehicle Pollution Control 
Board. 

That’s figured on the basis of 8- 
million registered vehicles and $100 
per car for crankcase control and ex- 
haust device, both of which are needed 
in the present state of technology. 

About 30 major companies are in- 
volved in research and development 
of either crankcase or exhaust devices. 
When two or more of each device are 


certified by the control board, they 


Regions 


will become mandatory on all cars 
over a three-year period. 

The end of 1962 is target date for 
approval of at least two exhaust con- 
trol devices. 

One crankcase device has already 
been approved. It’s AC Spark Plug’s 
blowby device, which is already being 
factory-installed on nearly all Amer- 
ican-made cars shipped to California. 


Blue Chip Stamp Co. is making 
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For increased sales and 
profits, Shure-built steel 
fixtures will properly 
merchandise your TBA 
products as well as to 
emphasize the service 
you render. 


The new chairman, Joseph M. 
Kennick, Democrat, doesn’t agree with 
his predecessor on the value of such 
hearings. “I don’t see that continuing 
this type of hearing is going to do any 
good from the practical point of view, 
but we'll continue to hear complaints,” 
he said. 





Send floor plan or sketch 
of your area for proposed 
arrangement. 


The City of Seattle now permits 
fuel-oil trucks to use a viaduct and 
tunnel in going between the northern 
and southern parts of the city. The 
trucks formerly were barred on the 
grounds they were a fire hazard, but 
Seattle Fuel Oil Dealers Assn. said 
insurance companies had no objection 
to oil trucks using the route. Oil men 
say the shorcut cuts 27 minutes of 
the trip between north and south 
Seattle. 


WRITE FOR 
COMPLETE 
patmnchte THE SYMBOL OF BETTER MERCHANDISING 


»Smog-control devices could open an 
$800-million market in California, ac- 
cording to estimates by the State 
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Jack Vickers and Dick Vaughan own 
and operate Charleston Tire Sales, a 
growing and thriving Cooper dealer- 
ship in Charleston, West, Va. Here is 
the way they size up their profitable 
relations with Cooper: 

“We started to make money from 
the very first day of operation with our 
Cooper franchise. 

“Cooper works for you—not against 
you. There are no Cooper retail stores 
to compete against. Cooper offers a 
complete and value-packed tire line, 


EUG GELYS OA 


Jack Vickers (left) and Dick Vaughan (right) of Charleston Tire Sales are shown with 
Steve Sheldon, Cooper Rep., as they make an inventory check of warehouse stocks. 


“Our Cooper franchise has paid big dividends”’ 


including the new Cooper Lifeliner 
nylon premium. Dollar volume is 
bound to increase when you have a 
tire that profitably sells for 30% less 
than most premium brands, delivers 10, 
15, 20,000 more miles, and is backed 
by Cooper’s full-coverage Protective 
Service (PS) Guarantee. And you 
get plenty of profitable help at the 
promotional level, too. 

“One good example is our annual 
community-wide Vehicle Safety-Check 
Plan. Steve Sheldon, our Cooper Rep., 


helped us put this business-builder to 
work. Several members of Cooper's 
home office promotion staff also 
pitched-in by actually checking cars in 
the safety lanes. This one really paid 
big dividends. . .” 

What Cooper is doing for Charleston 
Tire Sales it can do for you. So why 
not get the money-making details about 
a Cooper franchise for your market. 
Write Dept. 118 today. Cooper Tire & 
Rubber Company, Findlay, Ohio. 


Cooper. .. the franchise of opportunity 


Charleston Tire Sales serves 
its many retail, wholesale and 
commercial customers from 
this large, well-identified 
building. Cooper's Store 
Planning & Identification 
Dept. handled the erection of 
signs and displays for this 
West Virginia dealer. 
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automobile accident insurance avail- 
able in southern California. 

Under an agreement with Fidelity 
and Interstate Life, a subsidiary of 
Beneficial Standard Life Insurance 
Group of Los Angeles, a person who 
submits six Blue Chip stamp books a 
year and who is injured in an auto, 
bus, or truck accident, would be eli- 
gible to receive $150 a month up to 
12 months, plus $500 in hospital ex- 
penses. 

In the event of the insured’s ac- 
cidental death, his beneficiary would 
receive $2,500. 

If successful, the plan will be ex- 
tended to other parts of the country. 


Shell Oil Co. has filed a cross-com- 
plaint against Coldiron and Peeples Oil 
Co. of Palo Alto (formerly of Red- 
wood City) for allegedly selling gas- 
oline below cost during last spring’s 
price war. 

Coldiron and Peeples had filed a 
complaint charging the same offense 
(NPN—Aug. p27). 

Shell based its cross-complaint on 
figures used in Coldiron and Peeples’ 
original complaint, which specified 
price of gasoline to retailer. 


APCA 


Credit-card men stress 
automation as the key 
to efficient operation 


THE FAR-REACHING EFFECTS of 
automation dominated this year’s con- 
ference of the American Petroleum 
Credit Assn. in Houston. 

“I’ve been attending these meetings 
for years, and I’ve never seen auto- 
mation and data processing given the 
attention they’ve received here,” com- 
mented one credit manager. 

The burden of handling millions of 
pieces of paper has necessitated auto- 
mation of credit systems and central- 
ization of accounting procedures. The 
tone of the session and corridor talk 
emphasized that the trend is well un- 
der way and will continue. The advant- 
ages of automation (accuracy, uni- 
formity, completeness) have been ob- 
vious to some companies for quite a 
while. But, the general consensus of 
opinion at the Houston meeting was 
that all companies will have to move 
toward automation to some degree. 

Some big headaches—Though there 


West Coast: 1¢ Differential? 


NEW DISCOUNT-HOUSE station in San Jose, Calif., features one grade of 
gasoline, 100-plus octane, 4¢ to 5¢ a gal. under major-brand price for the same 
grade. Bay Mart’s price for 100+ was 29.9¢ gal when major-brand regular was 
generally selling for 31.9¢ gal., superpremium for 34.9¢ and 35.9¢. Bay Mart 
is supplied by Wilshire Oil, subsidiary of Gulf, reports Aubrey Coldiron of 
Coast Oil Co., San Jose private-brand distributor. Dispensers on pump islands 
sell name-brand ice cream at discount price. Station sells only to “members” of 


the discount house. 


are big advantages in automation and 
centralization, there are some problems 
too. By far the biggest headache, credit 
men feel, is the matter of customer 
relations. 

“These automatic procedures are 
fine and very beneficial, but we still 
have our same old problem—‘What 
can we do to keep the customer 
happy?’” says one credit man. “In 
some ways, machine-processing and 
centralization make it worse. 

The numbers kill you. Trying to 
handle accounts individually would 
break a company, but the customer, 
at least to himself, is the only indi- 
vidual in the world. With automation 
and centralization, you get further 
away from the customer, and 
there’s a longer time factor involved.” 

Most credit men feel the solution 
lies in adequate staffing within the 
credit department so there can be no 
delay in answering customer queries. 

Universal credit card?—Hand in 
hand with the discussion on automa- 
tion, credit men tackled the problem 
of a universal oil credit card. Most felt 
there was no possibility of an all oil 
credit card because the amount of 
money involved would probably be too 
much for any central agency to handle. 
Most credit men thought an individual 
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Associations 


company can handle credit procedures 
more cheaply under its present system 
rather than under a central setup. 
They also said companies prefer to 
retain their own individual identities 
through the use of their own card. 

Members of the association were 
somewhat puzzled by a recent survey 
(NPN—Nov. p84) which indicates 
that the number of petroleum credit 
cards is low in relationship to the 
number of auto owning U. S. house- 
holds. On the face of it, credit men 
tended to discount the results (the 
survey said only 27% of 40.7-million 
car- owning households have oil credit 
cards) but they did point up several 
reasons that might be responsible for 
the trend. 

For one thing, they have found that 
more people than might be expected 
still like to pay cash for such pur- 
chases as gasoline. Also, the delay 
between the purchase and billing seems 
to bother some who prefer to receive 
their bill within a month from the 
purchase date. And, of course, not 
every car owner is a good credit risk. 

However, the credit men said, the 
customer who does a_ considerable 
amount of driving and makes sub- 
stantial gasoline and motor-oil pur- 
chases, almost always used a card. 
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for safe, economical transfer of petroleum products specify 


SCOVILL 


COUPLINGS =—PERMANENT or REATTACHABLE 


From Scovill you can now get the indus- 
try’s most complete line of permanent and 
reattachable couplings for fuel oil and gas 
pump hose. Ruggedly made in a wide range 
of sizes to both commercial and military 
specifications, all Scovill Couplings give 
long, safe, trouble-free service. 

Besides petroleum products, Scovill Coup- 


eqz| ue 


520-H Permanent. 34” to 4” 


Dubl-Grip Reattachable. 1” to 142” 


Ci 


Super-Grip Reattachable. 1” to 4” 





Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. 
San Francisco, California: 434 Brannan Street. 
Jacksonville, Florida: P.O. Box 8366. 
Houston, Texas: 2323 University Boulevard. 
Toronto, Canada: 334 King Street, East. 
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Dubl-Grip Reattachable. 3%” and 1” 


lings can be used in the transfer of many 
other types of liquids and on rubber, syn- 
thetic, and reinforced hose. If you have any 
applications for which you are in doubt 
about correct coupling usage, write us—our 
engineers will be glad to assist you. Scovill 
Manufacturing Company, Industrial Coup- 
lings, Waterbury 20, Connecticut. 


External Guard for Fuel Oil Coupling. %4” to 3” 
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Internal (illustrated) and External Guards for 
Gas Pump Couplings. %4” and 1” 


Complete equipment for attaching by machine or hand is available 


Hose Couplings by 


SCOVILL 
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What They’re Saying 


A Firm ‘Yes’ on Area Pricing 


Guaranteed margins are 
a cause of price wars, 
says A. L. Nickerson’ 


¢¢Many of us in the industry are be- 
coming increasingly aware that cer- 
tain marketing policies and practices 
have created a highly disturbing trend 
at the pump island. 
. . . If oil marketers—whether they 
be suppliers, distributors, or dealers— 
have a single responsibility to them- 
selves and their owners, it is this: To 
make a profit on the gasoline they sell. 
... In too many parts of the country, 
however, we find that only one basic 
marketing philosophy seems to pre- 
vail—that of seeking volume regard- 
less of profitability. 

. Nobody wins in a price war. 
. . . The only increase in volume re- 
sults from a few motorists who stop 
and take advantage of low prices. 
. . . We should not be surprised when 
we attract the attention of state and 
federal legislators who are eager to 
open the doors a little wider to gov- 
ernment regulation of oil marketing. 
. . . The solution [to price wars] does 
not lie in legislation which would 
make unlawful all discounts and al- 
lowances granted by sellers to meet 
particular competitive situations. The 
answer must be found in the individ- 
ual exercise of good judgment and 
intelligent restraint by all competitors 
in the market place. 
. .. It is my conviction that a cause 
of price wars is when suppliers ex- 
tend guaranteed margins to jobbers 
and dealers. To base the wholesale 
price of gasoline to a dealer upon a 
discount from his retail price is like 
placing a gun in his hand. With it he 
can, with no economic justification, 
force retail prices steadily downward 
in his entire market. And he does this 
with little or no loss of margin on his 
own sales. 
. . » I do not believe that a supplier 
should elect to guarantee the profit 
margins of dealers or jobbers on the 
basis of whatever their competitors’ 
price happens to be in a particular 


* From an address by Albert L. Nickerson, 
chairman of the board, Socony Mobil Oil Co., 
to last month’s Mobil dealer convention in 
Las Vegas. 


Nickerson: ‘Nobody wins a price war 


market at a given moment. . . . Mobil 
firmly believes in the principle of 
establishing a wholesale gasoline price 
to all Mobil dealers in a given market 
which is based upon the economic 
realities of doing business. This phi- 
losophy is embodied in what Mobil 
calls ‘area pricing.’ Under the plan, 
Mobil’s wholesale posted price is the 
same for all dealers in a given area. 
At the same time, the withdrawal of 
all temporary price assistance to dis- 
tributors and dealers promotes the 
establishment of retail prices which 
relate fairly and reasonably to the 
wholesale price. 

. . . [But] there are regions where the 
principles of Mobil’s area pricing can- 
not be applied by us because they 
would place Mobil dealers at a ser- 
ious competitive disadvantage. In these 
areas, we are not going to allow either 
Mobil or its dealers to become ‘dead 
heroes.’ We will not stand by and 
watch our dealers and distributors 
priced out of business, and so we 
have no alternative but to adopt some 
form of temporary dealer assistance 
when the competitive situation com- 
pels us to do so. . . . We do so re- 
luctantly. We think our area-pricing 
concept provides a sounder, more en- 
during solution. 

. . . | believe that the industry should 
give consumers a fair and full op- 
portunity to make their different 
choices on the basis of such factors 
as product quality and service, instead 
of trying to win their patronage solely 
with prices that are subsidized by sup- 
pliers.” 
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These Products 
SELL 
Your Products 


A Sl 


SELOUL 


helps you... 
© Increase motor oil sales 


@ Speed driveway service | 
@ Promote station cleanliness |p 


Choose from 5 models 
including a new 48- 
inch SELOIL cabinet to 
match low silhouette 
pumps 











lube-service center 


@ A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 
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e ROLL-A-DOOR 
Tire Merchandising Cabinet 
MASS DISPLAY and point-of-sale adver- 
tising that’s always visible to increase 
tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 
average size tires, 





@® Refreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

VENDING SHELTER available for eco- 
nomical protection of vending equipment, 


MODERN METAL PRODUCTS CO 
P.O. BOX 1798 « GREENSBORO, N.C 
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profitable service on 4 
eo” oil trucks  / — 


7 aad 


faithful Roper pump after 17 oe of 


ea 


handle widely different petroleum 
products profitably with ROPER PUMPS 


Roper Series 3600 truck pumps easily handle both thick and thin petroleum 
products from crudes to low viscosity gasolines. Two equal-sized, hardened 
alloy iron, helical gears with accurately machined special tooth forms mesh 
perfectly to give you positive displacement, positive pumping of your loads. 
The precise manufacture of these units gives you long, maintenance-free 
service that pays off in extra deliveries, and you will find Roper pumps step 
up operating efficiency and step up your profits. Equip your trucks with 
Roper pumps and you will enjoy more competitive delivery and service. 


PACKED BOX or mechanical seal pumps 


are available to best suit your needs. 


CAPACITIES in a wide range of sizes can 
fill your needs for small deliveries or bulk 
transport. 


RELIEF VALVE permits operator to close 
discharge during delivery without stopping 
the pump. 


HYDRAULICS, INC. 
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For specific information 
contact your Roper dealer 


Dependable pumps 
since 1857 
COMMERCE, GEORGIA 


NATIONAL 


What They’re Saying 


About getting back to 
selling fundamentals . . . 
A serious PR problem 


& é,.| ((Let’s get back 
to the fundamen- 
tals of selling and 
managing. Did 
you ‘old timers’ 
in the industry 
ever think that 
we, the greatest 
contributor to the 
well-being — the 
good life, if you 
will — of man- 
kind would ever 

take a page from some shoddy clothes 
peddler and try to ‘out price sign’ 
everyone else? The public must wonder 
what many in the industry are selling 
—certainly not quality or service when 
the price signs dwarf the hallmarks!” 
B. W. Pickard, marketing vice presi- 
dent, Standard Oil Co. of California, 
western operations 





(¢We have a serious public-relations 
problem facing us as we enter this 
heating season. What about a fixed 
price for the consumer during the 
heating season? We all know our ex- 
perience of last year, how the Gov- 
ernment and public reacted when 
prices went up seemingly coincidental 
with the cold weather. No amount of 
explaining the increased costs seemed 
to make any difference. If we are to 
get and keep satisfied customers, an 
answer must be found.” Bernard D. 
Levy, executive director, Niagara Oil 
Heat Assn. 


(¢The ability of the oil industry to 
solve current problems of oversupply 
and at the same time continue to meet 
its long-range responsibilities in na- 
tional defense is best served by mini- 
mum governmental restrictions.” J. C. 
Donnell Il, president, Ohio Oil Co. 


¢¢ We are not very convincing when 
we say we believe in economic and 
personal freedom and then go run- 
ning to Washington for the solution 
of our problems. We must practice 
our beliefs if we are to win converts.” 
James M. Patterson, public relations 
director, American Oil Co. 


¢¢ Oil heat will move ahead . . . only 
as the thousands comprising it as an 
industry get down to brass tacks and 
work and sweat and move their own 
enterprise ahead in conjunction with 
No-fi and its programs.” Glenn L. 
Werly, president, National Oil Fuel 
Institute 
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Night view of The DX Circle in Tulsa 


The DX Circle was a real break through in service station design when it opened 
its doors one year ago. How’s it doing? It’s breaking sales records every month. 
Why? It’s attractive! It’s functional! Every innovation introduced has proved 
practical and profitable and... the customers like it. In every way the DX Circle 
is a success. Proof... more and more DX Circles are being built by DX Jobbers 
and by DX Sunray... “The Company with Growing Plans.” 


Now turn this page and see another great DX concept... 
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NOW...DX presents more Service Stations 
“The EXPRESS ELAWE Series" 


Developed after more than two years of extensive 
research and designed by America’s foremost mar- 
keting consultants and industrial designers, Lip- 
pincott & Margulies, everything about this new 
design has but one purpose: to increase sales and 
profits. In the oil business today, progressive com- 


panies must look ahead to stay ahead. Last year 
it was the DX Circle. This year it’s the DX Ex- 
press Lane Series. 


This new design offers Express Lane service fea- 
turing two components. First, there’s a super- 
island containing every possible service facility, 


DX Sunray 























of Tomorrow 


including lounge, office, restrooms, vending room 
and other service “extras.” The second component 
is a separate building consisting of end-to-end, 
drive-through lubrication and tune-up bays. 


The design flexibility permits construction on a 
variety of location sizes and shapes, particularly 
expressways, freeways or interstate super high- 
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ways. It answers all of the “musts” that research 
demands: a distinctive architectural appearance, 
maximum accessibility, the ultimate in conveni- 
ence, fast and efficient service. 


DX is the company that’s looking ahead... and 
better still, doing something about it. It will pay 
you to join the company with growing plans. 


...the company that looks ahead...to stay ahead. 





A New Concept in Advertising, Sales Promotion 


and Merchandising 


DX Advertising and Sales Promotion has a bold new look, 
guided by intensive consumer probing by Image Research, one 
of America’s top advertising and merchandising consultants. 
Never before has an oil company coordinated its advertising 
so closely with the needs of the customer and the man on the 
drive. Never before has advertising, merchandising and sales 
promotion been so successfully keyed to jobbers and their 
operations. 

Typical of this is the current DX television programming and 
DX television commercials. Here’s what Harry W. McMahan, 
#1 authority on television recently said about 


commercials, 
these commercials in Advertising Age magazine (Reprinted 
with permission from Sept. 18, 1961 issue) : 


“...@ sharp (Potts-Woodbury, Kansas City) well- 
produced (ERA, Hollywood) series that projects DX 
Boron into the future with the ‘Cars of Tomorrow.’ 
GM, Ford and Chrysler experimental cars are shown 
with Art Baker, Bill Stern and Lou Crosby as the 
commentators. Pretty exciting stuff, computers and 
all...If Kansas City weren’t so far, I’d buy a tankful 
myself—just out of appreciation.” 
COPYRIGHT 1961 BY ADVERTISING PUBLICATIONS, INC. 
Preliminary evaluation of this bold new concept in petroleum 
advertising shows thousands of new customers for DX Dealers 
and Jobbers. This is just the beginning! We'd like to show you 
how this unique new plan can skyrocket your sales and profits 
and build for you the strongest franchise in the industry. 
Write or call N. B. Ingram, Vice President of Retail Marketing, 
for complete information today. 


It takes top talent to make top radio-TV commercials 
..sand DX has it! 





Art Baker 


Veteran host of TV’s “You 
Asked for it’’ and spokes- 


Lou Crosby 


Popular television announcer 
for Dodge cars and trucks 


unl 


Chrysier XNR 
Nearly 100,000 Aqua Cars sold ~A 


in first weeks to boost DX 
driveway traffic! 


There’s always excitement...something going on...at DX 
Sunray stations! Current promotion is red hot; the offer of a 
scale model Aqua Car for just $1.98. Two week’s sales of 
100,000 Aqua Cars...and Christmas gift buying is still to 
come! That’s really building driveway traffic! 


To make your tomorrow brighter. . 


. talk with 


DX SUNRAY OIL COMPANY — Subsidiary of Sung 


man for Chevrolet cars. 


Bill Stern 


Best known sports voice in 
America who recently broad- 
ened his field to include 
commercial broadcasting. 





and Chrysler products. 


Marvin Miller 


Best known for his roles in 
“The Millionaire’ on TV and 
the host for “Coronet Story- 
teller’’ on radio. 








One of 14 Fruehauf Aluminum Tank-Trailers owned by 
Bridge Brothers, Lamar, Colorado. Fruehauf Aluminum 


2 ie 
Which Fruehauf oncense sen 
aviation fuels and water white non-corrosive chemicals. 

Tanks Can You 
Use In Your 
Busi “4 

usiness : 

Featherweight Steel Tank-Trailer 


Fruehauf has the world’s broadest line of liquid and —for hauling gasoline, benzine, alcohol, and solvents. 
bulk transporters to help you boost your hauling 

profits! For over 47 years Fruehauf engineers have 

been designing and producing superior Tank-Trailers 

to meet the constantly changing requirements of 

petroleum haulers. 





At Fruehauf’s modern tank production centers 
located at Uniontown, Pennsylvania, Omaha, 
Nebraska, and Fresno, California, Tank-Trailers 
are being produced to rigid quality control stand- 
ards for a multitude of dry and liquid hauling 6200 Series Steel Petroleum Tank-Trailer 
requirements. —for hauling gasoline, kerosene, benzine, lubricating oils, 
In addition, Fruehauf’s nation-wide chain of alcohol, solvents, diesel fuel, and aviation fuels. 


branches provides fast, efficient, competitively- 

priced service wherever your vehicles operate. 
FRUEHAUF sana COMPANY 
10948 HARPER AVENUE DETROIT 32, MICHIGAN 


Send full facts, without obligation, on the following Fruehauf Tank- 


b je ‘ 
Re reer (3) 


i . 
REDS ES BN ee PRR, (please print) 
Company . 


“ENGINEERED TRANSPORTATION” Address_ 
—The Key to Transportation Savings City 
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It’s easy and fun to take movies with 

this solid, dependable, foolproof 

camera —made and backed by Kodak. 

You just dial to the kind of light 

you are shooting in, aim and 

press the button. The Kodak f/ 2.7 
camera is included in every 1962 Bonanza. 
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62 Bonanza 


Featuring the 


KODAK #2625 F/2.7 


MOVIE CAMERA 


’ Here’s the deal! 


Your dealers buy 25 of the fastest moving Puro- 
lator Oil Filters for $49.95. 


In the same package they get the Kodak 8mm 
{/2.7 camera plus a certificate good for $30.00 
toward the purchase of a projector and film. 


ORDER YOUR PUROLATOR 
BONANZA TODAY-— while the supply lasts 











Purolator’s . LISTEN TO THE MAN. } campaign continues to make sales for you 


_— ROLATOR 


ator” Reg. U.S. Pat. oft. OIL, AIR & GASOLINE FILTERS 
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PUROLATOR PRODUCTS, INC., RAHWAY, N. J., TORONTO, ONTARIO, CANADA 
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“T don’t know who you are. 
I don’t know your company. 
I don’t know your company’s product. 
I don’t know what your company stands for. 
I don’t know your company’s customers. 
I don’t know your company’s record. 
I don’t know your company’s reputation. 


Now—what was it you wanted to sell me?” 


MORAL: 
Sales start before your salesman calls—with business publication advertising. 


wx, McGraw-Hill 


6 @- 
— PUBLICATION 8S ew 





McGRAW-HILL PUBLISHING COMPANY, INC., 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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Sixteen good reasons why a Wayne 
2PM-3 Meter defies corrosive attack 


PONATPWNE 


Part 


. Meter Case Cover 


Dome Assembly.... 
Gear Cover 
Snap Rings 


. Bearing Bracket. 


Ball Bearings 
O-Ring........ ee 


. Piston Assembly 
. Cylinder Cover 


Material 
tridited Steel 


.Aluminum 


Aluminum 
Stainless Steel 


- Stainless Steel 
- Stainless Steel 
-Buna N 


Aluminum 


-Stainless Steel 
-Aluminum & Leather 
.Aluminum 
-Aluminum—Hard Coated 
-Zinc 


- Stainless Steel 


.Aluminum 
....Self-Lapping Carbon 


As a test we recently took a Wayne 2PM-3 Meter off the assem- 
bly line and pumped through it 3,000,000 gal. of a gasoline/ 
salt water mix. The meter not only measured this gallonage 
accurately, but also showed absolutely no corrosion damage. 


What makes such performance possible? Perceptive design? 
Quality of materials? Both . . . plus extensive research in the 
phenomenon of corrosion itself. Note in the list of 2PM-3 ma- 
terials the preponderance of stainless and aluminum; the ab- 
sence of iron, brass or bronze. This is a calculated selection 
designed to eliminate galvanic reaction between dissimilar 
metals. 


In practical terms this means that in every Wayne island pump 
you get a meter that is virtually corrosion-proof. As a result it 
rarely needs adjustment in the field, maintains its accuracy 
almost indefinitely. And with the Wayne 2PM-3 this is total 
accuracy—from 15 gpm down to the lowest rates of flow. Today 
this full range accuracy is more important to you than ever, 
for with low-flow settings on automatic nozzles, some 50% of all 
dispensing is now done at slow rates. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation, Salisbury, Md., Fort Wayne, Ind. 


Symington Wayne International Co. Ltd., Spitalgasse 9, Zurich 1, Switzerland e Wayne Pump Canada Ltd., Toronto, Canada 

Wayne Tank & Pump Co. Ltd., Bracknell, Berkshire, England e The Wayne Pump Co. South Africa (Pty.) Ltd., Capetown, South Africa 

Equipamentos Wayne do Brasil, S.A., Rio de Janeiro, Brazile Jurgens & Wayne Apparate und Pumpenbau GmbH, Einbeck, West Germany 
Wayne Italiana, S.A., Rome, Italy 
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MAKES FURNACE OI/L 


Fuel oil before (at left) and after 
electric precipitation in PETRECO 
De-hazer. 


Bulk plant and terminal operators can rely on the 
compact, practical Petreco* Electric De-hazer to 
remove water, solids, and residual caustic (or acid) 
from home heating fuels—even those containing 
dispersant additives—immediately prior to loading. 
The result? Furnace oil is clear, bright, haze-free, 
saleable . . . without long, costly periods of storage 
for settling. 

The Perreco De-hazer operates quietly and auto- 
matically, at ambient temperatures, as simply as a 
fuel transfer pump. There is no filtering involved 


* Trademark of Petrolite Corporation. 


re VROLITE 


ite £ oe A TD ION 


UBER IUTEN GME KE 
| PETRECO 


DIiviStion 
3202 South Wayside Drive (P.O. Box 2546), Houston 1, Texas 
1390 East Burnett Street (P.0. Box 7216), Long Beach 7, California 


A PETRECO ELECTRIC DE-HAZER IN YOUR BULK PLANT 
CLEAR, BRIGHT AND SALEABLE 


...no elements to change or back-wash. It has no 
moving parts, requires no steam, and can handle a 
wide percentage range of water in fuel. Utilizing 
the Petreco electric precipitation principle widely 
accepted by the petroleum industry, this dependable, 
economical unit can be custom-designed to fit very 
small areas. 

For complete details and data on the surprisingly 
low cost of installation and operation, write or 


phone... 


SUBSIDIARY AND AFFILIATED COMPANIES 
CANADA, Edmonton, Alberta + ENGLAND, London 
GERMANY, Frankfurt, a. M. « VENEZUELA, Caracas 


REPRESENTATIVES 


ARGENTINA, Buenos Aires « BRAZIL, Rio de Janeiro « COLOMBIA, Bogota 
ITALY, Rome » JAPAN, Tokyo « KUWAIT, Kuwait « MEXICO, Mexico, D. F. 


NETHERLANDS, The Hague «+ TRINIDAD, Port of Spain 
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under all conditions. Icy streets and hub-deep snow, for example, hold no fear for 
Macks like this 4,000-gallon tanker. Equipped with the exclusive Balanced Bogie 
four-wheel-drive rear axle with PowerDivider interaxle differential, these Macks 
maintain sure traction in the slipperiest going. 


“Never a customer without oil” 


That’s the policy of Ogden Oil Company, Chicago, 
and to help keep its promise, Ogden operates de- 
pendable Mack trucks. 

Since customer requirements increase as the weath- 
er worsens, Ogden’s Macks often run ’round the 
clock, delivering their urgently needed cargoes. Long 
experience has proved to Ogden that Macks stand up 
best to these punishing duties and always come back 
for more. 

Because their Mack tank fleet maintains strict 
on-time schedules with minimum downtime regard- 
less of weather or road conditions, Ogden finds Macks 
pay their own way several times over... are far 
more economical for retail fuel delivery than trucks 
which are offered at lower initial price. 

Long trouble-free life and unmatched operating 
economy are built into every Mack truck—thanks to 
Balanced Design, Mack’s practice of building more 


of its vital truck components than any other heavy- 
duty truck maker. By controlling component manu- 
facture, Mack adds years of useful, profitable mileage 
life. Moreover, Mack can thus assume Undivided 
Responsibility . . . a benefit which buyers of “assem- 
bled” trucks cannot count on. 

Why not see your Mack branch or distributor for 
the Mack model made expressly for your heavy-duty 
hauling requirements. You’ll always be glad you did. 
Mack Trucks, Inc., Plainfield, New Jersey. Mack 
Trucks of Canada, Ltd., Toronto, Ontario. en 


MAC K 


FIRST NAME FOR 


TRUCKS 
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Picture of a 
service station 
dealer going out 
of business! 


Dealers today can’t survive pump- 
ing only gasoline! 


Sure, America’s gas consumption is in- 
creasing. But not at the anticipated rate of 
increase. Compact cars and foreign imports 
get many more miles to a gallon of gas. 

Car owners look at the gas pump gauge 
and smile. The iook on dealers’ faces isn’t 
so happy. The situation is so serious, that as 
of Dec. 31st, 1960, five states are contem- 
plating an increase in the state gasoline tax 
to recoup their loss of expected income. 

What can the oil company dealer do? He’s 
in a position where he’s got to promote TBA 
items. They’re more important to the pros- 
perity of his business than ever before. And 
when you consider that practically all cars— 
compacts and foreign imports included—are 
equipped with oil and air filters — there’s 


where the fastest growing TBA business is. 

When you give your dealers an oppor- 
tunity to make it Fram Filter business, you 
can count on increasing oil ratios. Only 
Fram gives every one of your dealers the 
benefit of FRAMARKETING*. ) 

FRAMARKETING* is the unique sales 
development service which backs your deal- 
ers every step of the way. Proven dealer and 
consumer promotions build business — in 
volume. A strong and constant advertising 
program keeps the name Fram before the 
public—makes the name Fram mean “filters” 
to millions of car owners. 

It’s time for action. Find out how you can 
help your dealers boost profits and keep sta- 
tion turnover to a minimum. For details, 
phone or write National Accounts Division, 
FRAM CORPORATION, Providence, 
R. I. GEneva 4-7000. 


ONLY FRAM GIVES 


SFRAMARKETING... 


the automotive industry’s most complete service 
for development of volume filter business. . . 


through research, train- 


ing, advertising, promotion, sales-aids and personal field assistance. 
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are sending you customers 


to try this Shock Absorber Demonstrator! 


Get it FREE, and sell MONRO-MATICS® 
by the barrel! Monro-Matic® shock ab- 
sorbers and Super Load-Leveler® stabiliz- 
ing units practically sell themselves with 
the sensational new barrel demonstrator 
that comes free with Monroe’s BD-18 
Deal. Dealers are increasing sales up to 
400% with it. 


Now the barrel is being promoted in Mon- 
roe advertising in LIFE, THE SATURDAY 
EVENING Post, LooK, HOLIDAY, SPORTS 
ILLUSTRATED, POPULAR MECHANICS, Pop- 
ULAR SCIENCE, MECHANIX ILLUSTRATED, 
FIELD & STREAM, OUTDOOR LIFE and 
Sports AFIELD, telling car owners to “look 
for the yellow and blue barrel’ wherever 
cars are serviced. Tie in with this month- 
after-month campaign, and sell shocks like 
you’ve never sold them before. Call your 
Monroe jobber today! 


Assortment 


PROFIT STORY 


14 Monro-Matic shock absorbers 
4 Super Load-Leveler stabilizing units 


Your selling price 


cost 


YOUR PROFIT 


Sh 
4 ocK 
\ "Songer Ss 


MONROE AUTO EQUIPMENT COMPANY 
Monroe, Michigan. World’s largest maker 
of ride control products « In Canada, MONROE- 
ACME, LTD., Toronto, Ontario * In Mexico, 
MEX-PAR, Box 28154, Mexico City. 


$10 shock demonstrator 

$ 5 painted barrel test stand 

2 shock absorber window banners 
2 Load-Leveler window banners 
10' plastic outdoor banner 

100 handout leaflets 


MONRO-MATIC 


SHOCK ABSORBERS 





For Extra Headlamp Profits: 











While cleaning headlights is a perfect time to check for 
cracked and broken lenses. A quick look.can add extra 
headlamp profit to your regular gas and oil sales. At the 
same time have the driver switch on his lights to spot 
burnouts. Always replace burnouts in pairs, because 
when one headlamp goes, chances are its mate has just 
about had it, too. 

Insure these extra profits with Tung-Sol Dual Vision- 
Aid Headlamps — initial equipment choice of leading 
car manufacturers. Dual Vision-Aid Headlamps provide 


Check for Broken Lenses, Burnouts 





the kind of illumination your customers should have: 
sharper, more accurate low beams directed down the 
right side of the road, away from oncoming traffic .. . 
distance-devouring high beams that provide greater 
visibility and safety on the open highway . .. and long, 
reliable service. 

Insure your service work and your profits. Tell your 
supplier to make ’em Dual Vision-Aid Headlamps. Auto- 
motive Products Division, Tung-Sol Electric Inc., New- 
ark 4, New Jersey. 








(ts) TUNG-SOL 


The only complete automotive lighting line 








HEADLAMPS : 
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MINIATURE LAMPS 


FLASHERS 
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CHICAGO RAWHIDE 




















Fi aioe BREN NOME Pa SS ee Bo aS ee 


OIL SEALS 


This story 
never ends! 


The setting in this service station could be in one of yours 
—the result: Your dealers selling more brake relines, more 
wheel repacks and, obviously, more oil seals. Have you 
investigated our ‘‘Sell Oil Seals’’ story—it does end in just 
30 minutes of your time, but your service profits do not. 
Write today to Mr. Earl Vick, Special Markets Division 
at C/R. 


CHICAGO RAWHIDE MANUFACTURING COMPANY 
SPECIAL MARKETS DIVISION + CHICAGO 22, ILLINOIS 





SEAL OF PROVED PERFORMANCE 
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THE FAMOUS NEPTUNE MEASURING CHAMBER... 


Accuracy you can bank on 


hf 
nepwune 


METER / COMPANY 


Banks depend on vaults to protect their 
assets. You depend on meters to protect 
your profits. They tell you what to pay 
and bill, guard against hidden losses, and 
protect your customer good will. 

But a meter that isn’t trustworthy can 
cut deeply into profits. Repairs to keep it 
in line can be costly, too. That’s why sus- 
tained accuracy is the most important 
consideration when buying a meter. All 
other factors take a back seat. 

Any meter is only as accurate as its 
measuring chamber. We believe the 


Neptune chamber is the finest available 
combination of both accuracy and relia- 
bility. It’s simple...only one moving 
element. Because the meter has double- 
case design, its accuracy is not affected 
by pressure changes. Through precise 
machining, it achieves true capillary seal. 
This controls slippage and practically 
eliminates metal-to-metal wear. 

Coupled with other features such as 
no-drift “gear shifter” calibration, it gives 
you true sustained accuracy. Specify 
Neptune ... the meter you can bank on. 


NEPTUNE METER COMPANY 


47-25 34th St, Long Island City 7, N. Y. 
Branches and Jobbers in All Principal Cities 
In Canada: Neptune Meters, Lid., Toronto, Ontario 


LIQUID METER DIVISION 
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"OUR 1953 DODGE 
HAS NEEDED ONLY 
A FRONT BRAKE RE- 
LINE JOB IN OVER 
130,000 MILES!” 


Three C’s Lumber & Supply Co., 
Columbus, O. 


FALL 102 OF OUR 
"48 DODGES HAVE 
GONE AN AVERAGE 
OF 90,000 MILES 
EACH WITHOUT A 
PISTON OR A RING 
BEING REPLACED.” 


Capitol Dairy Co., 
Chicago, Illinois 
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"WE GET 125,000 
TO 140,000 MILES 
FROM THE ENGINES 
IN OUR 8 DODGES 
BEFORE WE THINK 
OF REPLACING ’EM.” 


W. Hudman, Livestock Trucker, 
ubbock, Tex. 


DODGE TRUCKS FOR 1962 have more than “ - =< F 
50 engineering advances that make them Fy 
tougher, more tight-fisted than ever. In- ma. 


cluded are new 2-speed axles, heavier trans- TOUGH ) t (SS 
missions, more economical diesel power, [TRUCKS Trucs | [> 


and new distributors and starters. See _ Su 
and drive the 1962 Dodges—America’s only 


Job-Rated trucks—at your Dodge dealer’s. 
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THE BUSIEST PUMP IN TOWN! 


And that means BIG PROFITS for every 
Cities Service Dealer and Jobber! 

Big Dollars back up the Big Gallon... 
the exciting new name in gasolenes. A 
multi-million dollar advertising program 
is in action right now. It is aimed at 


Out Front in Quality... 
Out Front in Service, too! 


every motorist in the Cities Service sales 
area ...0n the road and at home. 


MAKE YOUR MOVE NOW! Get complete de- 
tails by calling your nearest Cities Service office 
or write: Cities Service Oil Company, 60 Wall 
Street, New York 5, N. Y. 





CITIES () SERVICE 
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PROTECTION 
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Every drum that bears your company name 
carries more than your product. Pride, repu- 
tation, prestige and customer good will are 
riding along, too. That’s why you should insist 
on Tri-Sure Drum Closures all the way — 
Tri-Sure Flange, Tri-Sure Plug, and Tri-Sure 
Cap-Seal. Tri-Sure is your insurance that the 
contents are perfectly safe from leakage, con- 


AMERICAN FLANGE & MANUFACTURING CO., INC. 


eeee 
ee? *e 


QUALITY AND 
QUANTITY 


CLOSURES 


tamination, tampering and substitution. The 
recipient knows, when he sees a Tri-Sure 
Closure, that the contents are free from 
impurities and in the quantity specified. Re- 
member this — unless you have all genuine 
Tri-Sure components you stand to lose every- 
thing you hoped to gain by specifying 
Tri-Sure in the first place. Insist on Tri-Sure . 


e 30 Rockefeller Plaza, New York 20, New York 


Factories: Chicago, Hl. © Linden, NJ. * Australian Branch: Villawood, N.S.W. * Subsidiaries—Canada: Tri-Sure Products Limited, St. Catherines, Ontario * Brazil: 
Tri-Sure $/A Industria E Comercio, Sao Paulo * Mexico: Compania Mexicana Tri-Sure $/A, Naucalpan, E. De Mexico » Argentina: Tri-Sure Argentina S.R.L., Buenos Aires, 
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See Your Work! 


Speen. That’s the key to lift profits. Get the cars up fast. Do the work fast. 
Look how easy it is with the Globe Frame-Kontact Hoist. Here’s real wrench room. 
Reach parts easily. Low profile hugs ground when hoist is not in use. Adjusts easily, 
quickly for any size car—today’s or tomorrow’s—compact or conventional size— 
American or foreign made. Remember, Globe proves its hoists in its own research 
laboratory. Get maximum profit potential when you buy hoists. Talk with your 
nearby Globe man. Or write for literature. Globe Hoist Company, East Mermaid 
Lane at Queen St., Philadelphia 18, Pa, 





GLOBE HOIST COMPANY 


PLANTS: PHILADELPHIA e LONG BEACH, CALIF. 
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In NYLON 


Every time your stations sell a nylon cord tire, they 
ring up a bigger sale and more profit. Because, 
line for line, nylons retail for more, and your profit 
margin is greater. And nylons are the easiest tires 
to sell. Customers are already sold on their supe- 
riority and are willing to spend more for them 
—proved by the fact that over 50% of all re- 
placement tires sold last year were nylons. Take 
advantage of this demand. Pump up station and 
company profits by featuring nylon cord tires. 


THE SAFEST, STRONGEST TIRES 
ARE MADE WITH 


NYLON 


REG. U. Ss. PAT. OFF. 
BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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Marketing, long-time stepchild of 


- preside : Jerseyr dent 
Srondard Oil Co. Shell Oil Co. 


|. 





Today’s worldwide oil surplus 


is throwing the spotlight on .. . 


The big trend in the petroleum industry today is the 
emergence of marketing as the key operation. Reason: 
Far more oil is for sale than customers need to buy. 
Therefore, the company that can keep its product moving 
is the one that can best keep its stockholders happy. 

This trend has been apparent for several years. But some 


MARKETING—: 


Comments Dwight F. Benton, vice-president of sales 
for Indiana Standard, “Time was in Standard Oil—as in 
many other companies—when marketing took a back seat 
to. other phases of the business. Now the marketing con- 
cept, which sees marketing as a combination of science 
and art, has become the focal point of orientation .. . 

had a. higher-productigs . 


There is a climate of acceptance in the industry 


that will let marketing do a better profit- 


That means an opportunity for fast 


from advertising in NPN. 





the oil industry, now rules the roost 


_-@ Kailroad Commission 


oe 





ES. 





‘Now You Need It to Stay Alive 


management attention were concentrated on producing 
crude, rebuilding refineries, erecting terminals, and secur- 
ing other facilities to get the product moving to market. 
We ran hard to keep up with growing demand. In recent 
years, with much of the original task completed, there has 
been a shift in emphasis to more aggressive marketing.” 

sepettee ett market- 





— 


ment of the integrated companies traditionally have been 
production and refinery people. But with the rap . growth 
of crude supplies and refinery capacity during and follow- 
ing World War II, there has been a sharper focus on 


“ownership of the market,’ and a growing realization that 


the one who has the customer on his books is in the most 
vorable positi 


now for the ideas, techniques and equipment - 


producing job. 
profits for you 


- 


* 
e 
) 


| "For Oil Marketing Management 
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> AMcGraw-Hill Publication / 330 West 42nd Street, New York 36, N.Y. 








THE HEART OF ANY DISTRIBUTOR’S PROFIT... 


LIES WITH THE PUMP HE CHOOSES 


Lyden Oil sells 20,000,000 gallons per year— 
MARLOWS PUMP IT ALL! 


Lyden Oil Company, owned by W. G. Lyden 
and his son, serves Youngstown, Ohio and a 
30-mile radius with Amoco gasoline and #2 
fuel oil. To speed up gravity flow from their 
plant’s 100,000 gallon above ground storage 
tanks and to strip transports, Lyden uses four 
Marlow, 32 HELP-9, Self-Priming Pumps. Dur- 
in four years of service, these self-primers have 
handled 80,000,000 gallons of petroleum prod- 


Marlow Pumps 
are available in 
Canada through 
Pumps & Softeners 


ucts day-in, day-out without skipping a beat. 


If you have a petroleum handling problem 
that calls for steady, dependable pumping, look 
to Marlow for the solution. Marlow builds the 
most:complete line of pumps available any- 
where for petroleum service. Write today for a 
copy of Bulletin PM-06 and the name of your 
nearest Marlow dealer. 


>| MARLOW PUMPS 





DIVISION OF BELL & GOSSETT COMPANY 
MIDLAND PARK, NEW JERSEY Morton Grove, Illinois * Longview, Texas 


Limited, 


NATIONAL PETROLEUM NEWS * December, 1961 





(Tol ge(= ma male ]ales 


“~ CHEMICALS ™ 








THERE’S AN EXTRA $3,102—and even more—that can find its 

DRAWING A way into your pocket this year! Because now you can han- 
dle that special service you’ve had to send out! With the low- 

cost, simple-to-operate Alemite Cross-Sight Wheel Aligner, 

RF AD 0 N you can easily average an alignment job per day! What’s more, 

you'll have the added profit each repair order will bring. These 


average close to $14 each with shock absorbers, king pins, 


bushings and tires needing replacement after alignment. 
Alemite knows the best way to set you up for added profits 


right now. Plus—Alemite will train you right in your own shop! 


NO RAMP—NO PIT NEEDED! No costly installation or maintenance expense. Gives accurate results any- 
where ... inside or out... even on floors or outside surfaces that are not absolutely level. You start earning 
these extra profits as soon as the Alemite Wheel Aligner is delivered! 
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CASH IN ON FAST LUBE SERVICE! The first 
time you hold the gun and hit the fitting with 
Alemite Lube Equipment you'll notice the smooth 
delivery—with no time lag between shots—with all 
the power you need. Depend on Alemite to help 
you do more lube jobs—faster! 


MAKE AN EXTRA $3,800 PROFIT! Average just 2 jobs a day with an 
Alemite “On-the-Car” Wheel Balancer and you get it! It’s the only portable 
balancer that does a complete job — both up and down and side to side balanc- 
ing ... and does it easier, faster and better too ! 


ONE LIFT FOR ALL CARS! 
Ever wonder what type of 
car will drive in your lube 
bay next? A compact—a 
sports job—foreign make—a 
wide track or standard 
model? No matter what 
model comes in, no problem 
with an Alemite Lift. They’ll 
handle every size and shape 
of car on the road today. 
They'll save you money—too 
— either in new installation 
or for replacement. 


CROSS SIGHT 
WHEEL 
ALIGNME 


Send for a free, fact-filled booklet telling 
the whole, big-profit story of Alemite 
Equipment. Indicate which specific 
products you are most interested in. 


ALEMITE 


WHEEL ALIGNER [) Automotive Lifts (1) Strato-Line 
Lubrication Equipment (] Wheel Balancer 2 


STEWART-WARNER 


[Excellence| CORPORATION 
Dept. DC-121, 1850 Diversey Parkway, Chicago 14,1N, 


Name 





Address. 





in Canada: Stewart-Warner Corporation of Canada, Ltd. 
Belleville, Ontario 


City Zone. State 
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CHIKSAN Vapor Recovery Arm 


— >) 
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A new Loading Arm 


that collects the vapors as you load! 


CHIKSAN, pioneer developer of the ball-bearing swivel joint, now 
introduces the first complete vapor recovery arm assembly. This compact 
one-piece arm operates as an integral unit to load volatile fluids, collect the 
resulting vapors and transfer these vapors to a condenser. 


The CHIKSAN arm operates like a standard loading arm. With its 
semi-automatic design, the operator merely guides the vapor head 
into the tank dome and opens the main valve: 

A positive leak-proof seal is maintained at all times. 

Automatic shutoff prevents overfilling. 

Vacuum breakers insure complete fluid-line drainage. 

Vapor recovery is practically 100%. 

Pneumatically controlled motion is smooth and rapid. 

Loading capacity is about 30% greater than other types of vapor 
recovery systems. All parts are rugged and easily maintained. 


CHIKSAN Vapor Recovery Arms have been accepted and approved for 
operation in the Los Angeles area where strict air pollution 
control regulations exist. 


Call your CHIKSAN salesman, or write us for engineering specifications. 


A subsidiary of FMC Corporation 
Well Equipment Mfg. Corp. Division (Weco Unions, Hamer Valves) me 
B S$ lif ‘ Chiksan International + Chiksan of Canada Ltd. © Offices and 
rea, Ualitornia Representatives in Principal Cities of the World vareasioe BG) 
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THE 
NEW 
AMERICAN 
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DYNAMO ON WHEELS! 


The new American businessman is a whirlwind of action. 

His car multiplies his energy. Extends his effectiveness. 
Makes his hours count for more. He'd no more do without it than 
give up his telephone. 

And his car has to be ready to go when he’s ready to go. Our 
Company— American Oil—was formed from three great regional 
companies to help make sure it does. We have more than a 
thousand scientists and technicians developing better gasolines 
and lubricants. And, twelve modern refineries to make them. 

In fact, we keep trying to go ourselves one better. Today, in 
our automotive laboratories, we are running advanced design 
engines you will find in the cars of the future. We’re working 
closely with the automobile companies to develop fuels that will 


make these engines run best. 


( 
You expect more from American—and you get it! ,<@iir@ia. 
(AMERICAN ) 


AMERICAN OIL COMPANY | 4 
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“Ford Trucks have cut 
maintenance costs 935%... 


almost doubled our net profits!” 


says Robert Dohse, President of Acme Transport Company, Oelwein, lowa 


“Our net profit for the first three quarters of this 
year is almost double that of last year, and most 
of the credit for this increase belongs to our five 
Super Duty and two Diesel Ford Tandem tractors. 


‘We like Ford’s excellent performance, superior 
riding qualities and low initial price. But from 
our standpoint, Ford’s greatest economy feature 
is the almost complete absence of repair costs! 
We've run these seven tandem tractors 750,000 
miles without as much as one minute’s downtime. 
For example, our 1960 T-850 with 534-cu. in. 
Super Duty V-8 has logged 150,000 miles pulling 
a 9,200-gallon tank trailer (73,000-Ib. gross) with- 
out any nonroutine shop time. 


‘“‘Now for a closer look at the records, the total 
maintenance expense on our Fords averaged 
$19.09 per truck, per month. Competitive make 
trucks (none more than a year old) were costing 
us $310.39. Also, that vexing problem of down- 
time is a thing of the past—we know our Fords 
will always be available when needed. 

“After driving Fords, our drivers tell us they 
wouldn't care to go back to our former equipment. 
Ford’s cab design and handling qualities are such 
that there’s much less fatigue at the end of a run. 

‘For our money Ford Trucks are the best pos- 
sible investment in over-the-road equipment, and 
we’re buying two more Diesels and another Super 
Duty Tandem.” 


Solid testimony that Ford’s full-time economy only starts with low price! 


FORD TRUCKS 
COST LESS 


PRODUCTS OF MOTOR COMPANY 
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Up to 30% faster flow! 


Maltese Cross 14%" hose in service on one of 
the new trucks owned by Magee Fuel Oils, 
inc., Babylon, N. Y. Gerard H. Magee, Pres. 


H-R HIGH SPEED HOSE CAN TAKE IT... 
AND DELIVER MORE, TOO! 


Hewitt-Robins 1%” hose delivers up to 30% more gallons per 

- minute than 114” hose. Yet it is actually lighter in weight, more 
flexible and fits on a standard reel designed for 14%” hose, with- 
out reducing hose length. 


Reason is, the outside of this Maltese Cross high speed hose is 
just about as slim as the standard 114” type. And it holds this trim 
shape at all working pressures. Won’t bind on the reel or fight 
the operator. 


The improved cover of abrasion-resistant synthetic on Maltese 
Cross means longer life. It stays tough and healthy in all kinds of 
weather, all kinds of abuse. 


Best of all, its price is competitive to standard 1144”. With Maltese 
Cross you get more hose for the dollar! H-R, Stamford, Conn. 


summmemn 125’ 1% Hose & 112 Nozzle 
quam am 125’ 1% Hose & Nozzle 


ASSOCIATE MEMBER 


Om COuIPmeny JONBERS 
A castinmsinnnsatesiiieemaenaticii? 


Contact your nearest H-R Oil Equip- 
ment jobber for prompt service. 


CONVEYOR MACHINERY AND BELTING * HOSE * POWER TRANSMISSION © VIBRATING EQUIPMENT * ENGINEERING SERVICES 
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 Ainy shope, color: or size illuminated: dealer 
ation can be produced to serve your 


LOOK INSIDE 


See how maximum 
light power is de- 
veloped .. . how 
shadow-free engi- 
neering is perfected 
. » . how easy, low 
cost maintenance is 
assured, 


We operate___ service stations, Please have a 
Signvertising® Engineer call, 


BRANCH OFFICES: NAME 


Milwaukee 
Minneapolis 
New York 
Dayton Philadelphia 
Detrelt St. Louis 


Boston 
Chicago COMPANY 
ADDRESS 


CITY. . STATE 


! 
{ 
I 
j 
I 
i 
| TITLE 
I 
! 
l 
| 
I 
i 


Representatives in other principal cities 


WEONW PFPEROoDvS Ts INCOoORPrWPrORATED 
® Z.aizma 2, Ohio U.S.A... 
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OU EQUIPMENT JOBSIRS 





Be SURE-don’t BARGAIN with SAFETY 
pevénoon EVER-TITE 


*The Ever-Tite Trademark is a hallmark of dependability in fittings for the 
petroleum and chemical industries—proved by 25 years of pre-eminence. 


COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19, N. Y. 


Mee - te ¢ 
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Ahead of the News 





IN WASHINGTON 


FTC Investigates Trading Stamps — Government 
help may be on the way for oil marketers who want to 
stamp out trading stamps. Federal Trade Commission 
has investigators in Cleveland checking complaints by 
dealers that suppliers are trying to coerce them into 
using stamps. Similar probes will be made in Cincin- 
nati. FTC lawyers are said to feel trading stamps take 
1¢ gal. away from 2¢ differential to which private- 
brand dealers say they are entitled. 
% 
Highway-Spending Speedup Slowed — The accel- 
erated flow of federal money into the highway-build- 
ing program is being slowed. As an antirecession meas- 
ure, the government had been making highway pay- 
ments to the states as much as 13 weeks before the 
start of the quarter for which they were earmarked. By 
March, payments will be made only two weeks early. 
Highway officials say the move comes partly as a result 
of President Kennedy’s ordering a “phasing out of any 
acceleration of spending which was instituted as an 
antirecession measure.” (For more on the highway 
program, see p.90.) 
* 


Administration Says It’s Probusiness — The Ken- 
nedy Administration is trying to convince businessmen 
it is not antibusiness. Attorney General Kennedy says 
strict enforcement of antitrust laws protects competitive 
interests of business and after almost every successful 


prosecution “. . . competition has been restored . . . and 
the competitors who were not involved in the con- 
spiracy have received a new lease on life.” 


IN DETROIT 


Auto Increase Boosts Gasoline Demand—Record 
sales forecast for 1962-model cars should boost the 
nation’s auto population and could increase gasoline 
consumption by 3%. Current auto sales are making 
the forecasts of a record look good. If sales do top the 
1955 record of 7,134,000, and if scrappage stays at 
the 3,635,000 level of recent years, the auto popula- 
tion should increase by 3,500,000. (For a full report 
on the 1962 business outlook, see p84.) 


Compacts Grow, Improve Gasoline Outlook—The 
long-term outlook for petroleum is good and the indus- 
try should be strong by 1965, says Edward Symonds, 
petroleum economist of New York’s First National 
City Bank. “With U. S. and foreign demand increasing 
and compact cars expected to return to standard or 
near-standard size, the net impact of compacts on the 
oil industry will not be adverse. Detroit is geared to 
making bigger and better cars each year. Then the 
cars get too big and, every few years, the industry 
brings out a smaller car. It grows as the years go by 
and then the cycle begins again. Remember, the 
standard cars of 1959 were about the same size as 
today’s compacts,” Symonds says. 


December, 1961 * NATIONAL PETROLEUM NEWS 


AROUND THE COUNTRY 


Go West—The West Coast will continue to be the 
“growing-est” area for oil marketers in 1962. Gasoline 
increase is forecast for around 5%, about the same as 
this year’s gain, and more than double the rate forecast 
for other parts of the country. 


No-fi Fights Subsidies —National Oil Fuel Institute 
will step up its fight to stop gas and electric utilities 
from giving subsidies to new-home builders. The first 
step will be to determine the legal and ethical nature 
of the subsidies in each case. Next, No-fi will insist that 
the utilities publish the subsidies as part of their rate 
schedules, thus eliminating their secrecy and letting oil- 
heat men learn the facts and determine an action plan. 


Antifreeze Demand Grows—Antifreeze demand is 
expected to grow only 1.1% in 1962, but should ex- 
pand by almost 10% by 1965, according to Chemical 
Week, McGraw-Hill magazine. The magazine sees con- 
sumption growing to 122.2-million gal. in 1962, and 
133-million by 1965. 

The popularity of compact cars has cut into sales 
of antifreeze, the magazine says. The average coolant 
capacity in 1957 was 18.3 quarts. It dropped to 17.4 
quarts in 1958-59, and is expected to drop to 15 quarts 
in 1962. 


New Catalyst Market—The market potential of 
packaged catalysts for exhaust-control devices is ex- 
pected to be big, but nobody knows how big. An 
educated guess just made by California pollution au- 
thorities is $10 a year per car, which is supposed to 
include a service charge for replacing. Admittedly 
rough, the figure would indicate a potential annual 
market of $80-million in California alone. 

If direct-fire afterburners are used instead to control 
exhaust, they would generate sales of about $10.50 
per car a year in extra gasoline, or about $84-million 
for California. 


Minor-Repair Center—Humble’s Esso division is 
opening an automotive repair shop in Buffalo, N. Y., 
to do minor repair work for the customers of some 
80 Esso dealers nearby. A second similar shop is under 
construction in Washington, D. C. and is expected to 
be open for business in about two months. 


American Expansion —American Oil now plans to 
extend its “complete-comfort plan” throughout the 
East and South. It developed this package about three 
years ago to promote heating oil and has pushed it in 
the Midwest. The object, says American, is to provide 
“reliable comfort” without specifying heating oil. 


More Ahead of the News 
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Ahead of the News 


What About Tanks? —Heating oil planning men are 
in something of a quandary over storage tanks for 
homes. 

e@ They can take tanks completely out of homes 
with a pipeline system that delivers oil from a central 
storage. (For a full report, see p102). This gives oil 
a new selling point to talk about at a time when it’s 
badly needed. 

e They can promote the idea of an oil-storage tank 
in the home serving as a “survival kit” in case of 
nuclear attack. (NPN—Nov. p83). The idea is that oil 
from the tank could furnish heat, light, and electricity 
for residents of fall out shelters. 

e@ They can keep the tanks, but make them out of 
plastic, which would be almost perfectly and perma- 
nently leakless. Plastics manufacturers say they are 
getting their prices for home-storage tanks down to the 
level of steel tanks. Plastic tanks already are finding 
application in tank trucks and service-station storage 
(NPN—Nov. p72). 





. 
Real-Estate Dearth—lIt’s getting so difficult to get 
good service-station locations in some West Coast areas 
that many companies are finding themselves priced out 
of the market. One independent with a $40,000-per-site 
limit is virtually barred from Los Angeles and San 
Francisco. Says a real-estate manager, “I used to get 
locations on practically every trip—it was just a matter 
of price and terms. But now, more often than not I 
return home empty-handed.” 
a 
Northwest Trend—The Pacific Northwest used to be 
considered great country for private-branders because 
of the high and stable prices—but not any more. In 
many areas, prices are pinching rebranders. One inde- 
pendent who built a couple of dozen stations in the 
Northwest in the past two years is reported to be in 
“a very tight spot.” 


e 
Change of Scene for NOJC?—Some members of 
National Oil Jobbers Council would like to get the 
November NOJC meeting out of Chicago, where it’s 
held back-to-back with API’s bustling annual meeting. 
“We're tired of playing on the second-hotel team,” 
says one, alluding to the difficulty of getting good 
accommodations and service. There’s some sentiment 
in favor of New York instead of Chicago. Too, some 
jobbers oppose the current setup of holding spring 
meetings with API marketing division, feeling that some 
of the distances involved (Seattle in 1963, for example) 
discourage attendance by “grass-roots” jobbers. 

7 


Midethy! Move—Watch for Signal Oil Co. to intro- 
duce its middle ethyl in the Northwest. Signal, a divi- 
sion of Standard of California, started marketing “4-Star 
Ethyl” about two years ago in the Fresno-Bakersfield 
area, and has since extended it everywhere but the 
Northwest. Company says it is pleased so far. 
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Tenneco Plans Expansioz —Tenneco Oil Co. is 
about to push into Minnesota in its search for new 
markets, according to Upper Midwest jobbers looking 
for new hookups. 

e 


Distributors Oppose Discount Houses—Distributors 
on the West Coast are trying to get nationwide support 
for their movement to dissuade oil companies from 
selling to discount houses, military post exchanges, and 
shopping-center service stations as if they were whole- 
salers. The distributors say these outlets really function 
as retailers and are not entitled to the prices given 
genuine wholesalers. 


New Oil-Change Formula—It’s just a matter of time 
before the industry’s oil change recommendations will 
be based on time intervals only, eliminating reference to 
mileage. The time interval—30 days or 60 days—will 
be determined by the temperature: e.g. 30 days when 
it’s below freezing. There would be a stipulation that 
travel between changes not exceed the manufacturer’s 
recommendations (such as Chrysler’s 3,000 miles). 
API’s lube committee is taking a letter-ballot vote on 
the new formula. 


Another ‘Tane’ Appears— Westland Oil, Méinot, 
N. D., has started a blending-pump operation and fea- 
tures the name “Selectane”. Westland is a regional re- 
finer-marketer in the Upper Midwest. 


Rewards System Disappointing —The Michigan ex- 
periment to combat crimes at services stations through 
a rewards system will continue next year, even though 
the results have been unsatisfactory so far. The weak- 
ness is that dealers don’t seem to be aware of it, so 
they don’t report crimes to the Associated Petroleum 
Industries of Michigan, which is conducting the test. 
APIM must do more to stimulate dealer awareness, 
says API’s service-station advisory committee, which 
proposed the rewards program. 


Conflict Avoided —Concern of some jobber associa- 
tions that local oil-heat groups will cut in on them 
seems alleviated by National Oil Fuel Institute policy 
statement. No-fi will not seek to establish local chapters 
that might conflict with jobber associations, NOJC was 
told by Charles H. Burkhardt, No-fi VP. “Those are 
reassuring words,” said W. D. Roth, Connecticut job- 
ber. 


. 

Private-Brander for Sale?—A private-brand chain 
with 70 outlets in New York and Pennsylvania is re- 
ported to have been placed on the block by its elderly 
owner. Several companies are said to be interested. 
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Trends to Watch 


The third-grade picture is wide open now (see page 83 for report). In case 
you’ve been sick or out of the country, the explosion came in mid-November. 
Gulf Oil decided to go all-out with its experimental subregular, Gulftane; 
Humble Oil decided to test a middle-grade, Esso (or Enco) Plus; and Sun 
Oil stayed in the ring with its subregular grade 190 (taking sub-sub-regular 
180 out of the spotlight). 

Third-grading amounts to a trend even if no one else goes for it. That 
was assured by the action of Gulf, third biggest U. S. major with about 
34,000 branded stations in 38 states. 

Here’s how the situation looks to some top price strategists: 


© Gulftane, selling at independent levels, is expected to trigger price wars 
wherever it comes in. So far, that’s just what happened. In Texas, for 
example, Gulf kicked off its new product with metal price signs at the 
island, bearing the name “Gulftane” in blue at the top, and big orange 
numbers showing the price at the bottom. Within hours, posting in cities 
like Dallas, Ft. Worth and Waco hit lows of 11.9¢ and 12.9¢ (ex 9¢ taxes). 


© Humble’s new grade is not expected to cause price wars, but may put 
pressure on premium-gasoline prices, forcing two-graders down and taking 
volume from independents. Price to dealers for the middle grade will be 
1.7¢ over regular, with premium 3.3¢ over regular. In test markets in 
Pittsburgh and Norfolk-Newport News, Humble will bill its new grade as 
an “economy premium;” in Texas, it will be a “super-reguiar.” Sales of the 
new grade started the day before Thanksgiving, so it’s early to gage reaction. 

@ Sun’s blending pump gives it flexibility to meet virtually any competitive 
move involving price or quality. But Gulf’s full-scale entry into third-grading 
takes some of the heat off Sun, which until recently got much of the blame 
for conditions in some chronically depressed markets. 

Most marketers interpret the three-grade trend as the kiss of death for 
third-grade superpremiums. But Standard of California is said to be satisfied 
with its superpremium, reportedly accounting for about 4% of volume at 
as much as 7¢ above regular postings. And Humble, stressing that its 
middle grade is only an experiment so far, says it feels its superpremium 
has been “very successful for us and for our customers.” Golden Esso makes 
up well over 5% of volume, says Humble, reporting that Golden sales 
have been increasing—“infinitesimally, but not decreasing”—in 1961. 

—NPN— 
Despite the new emphasis on lower-octane product, average octane ratings 
will continue to rise this year, as new-car engines require increasingly power- 
ful fuels. That’s the latest word from a national additive-maker. 

One forecast is for an annual increase of 0.4 in the octane ratings of both 
regular and premium gasolines, at least until 1965. (Average ratings now are 
99.3 for premium, 92.9 for regular.) 

The trend results from growing consumer demand for high-performance 
cars, even among compacts. Chevrolet, for example, is the second-largest 
producer of engines that need premium fuel (Pontiac is first). But most of 
the Chevrolet premium-fuel engines are optional. Regular gasoline now satis- 
fies the needs of 70% of the cars on the road, but a TEL-maker says the 
percentage will drop as car manufacturers respond to the consumer demand 
for high-performance cars. 

The predicted upswing in octane ratings reverses a decline that started in 
1957, when car makers stopped emphasizing horsepower in their advertising. 
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Your Personal Business 


The question of business gift-giving inevitably arises at this time of the year, 
and for many management men is a bigger cause of headaches than the post-Yule 
hangover. Not only is the businessman often faced with the task of selecting a 
gift for someone whose personal tastes are a mystery (and determining the limit 
to which he can strain the company budget), but he runs the additional risk of 
censure by those who consider that business gift-giving is immoral, unethical, 
and too commercially motivated to be in the true spirit of Christmas. 

At the receiving end, the businessman may have to decide whether a gift accepted 
places him under an unfair obligation to the giver, and whether he should risk 
offending a customer or contact by returning it. 

Here’s some big-company thinking on the subject that may help you to formulate 
your own plans: 

A quick survey shows that most major oil companies, if not all, actively 
discourage both the giving and receiving of gifts of “significant value.” 

Some say they never give gifts as companies, but concede that some field men 
may give small presents to customers and contacts with whom they have a long 
or close personal association. These gifts sometimes show up on expense accounts 
as “luncheons,” or in some similar disguise. 

One company goes so far as to inform all business contacts that it does business 
“solely on the basis of quality equipment, materials, and services at a reasonable 





cost and our employes are instructed to show no favoritism.” This same company 
expressly forbids its employes to accept “gifts of more than nominal value in 
merchandise, payments, loans, services, excessive entertainment, pleasure trips, 
travel, or other rewards, tangible or intangible, either directly, or indirectly through 
relatives or friends.” 

Other companies, while they do not spell it out so clearly, adopt a similar 
attitude. 


For some companies, cost is a factor. One major oil company management man 
laments that “people are so cost-conscious around here I don’t know whether we 
can send out 25 Christmas cards this year.” His company actually abandoned 
Christmas cards two years ago because the practice was abused by employes who 
“built up totally unrealistic mailing lists.” 

From the ethical point of view, the biggest factor in both the giving and receiving 
of business gifts appears to be the value of the gift. Some oil marketers say they 
get smali unsolicited gifts, such as a bottle of Scotch, and that they regard these 
as being of insufficient value to return at the risk of causing offense. In giving, 
similarly, the solution is to give a gift that is not of sufficient value to excite criticism, 
yet conveys the right thought, wins goodwill, and is also appropriately functional. 

Shell thinks it has found the right answer. This Christmas, it is sending out 
attractive desk diaries to commemorate its coming 50th anniversary year. “It’s 
not so expensive that anyone need feel embarrassed about accepting it,” says a 
Shell man. 

For the oil marketers who have decided that gifts are justified in some cases, 
there’s help at hand this Christmas in selecting the gifts in question. Several gift 
companies have devised a plan whereby the recipient, rather than the giver, does 
the choosing. The recipient gets a catalogue of gifts in specified price categories 
ranging from $6 to about $100. He selects his gift, returns a card, and gets it 
in the mail. About 15 national gift companies are now specializing in this service. 
Biggest is the Selective Gift Institute of Philadelphia, which accounts for half of 
all gifts bought in this way. It’s estimated that American business firms will spend 
about $7-million this Christmas on gifts chosen by about 800,000 recipients. 
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You build more sales with signs of PLEXIGLAS 


Nowhere is dramatic, eye-catching trademark repro- 
duction more important than at the service station 
itself. Here, all advertising and promotional effort 
comes to a head at the point of sale. Here, signs must 
stand out brilliantly to meet today’s competition— 
to catch the attention of people on the move. 


That’s why oil companies use PLEXIGLAS® acrylic 
plastic for signs, wall letters, facades, island lighting 
—and are constantly developing new uses—at service 
stations. Colorful and legible by day, PLEXIGLAS 
signs are completely luminous from internal lighting 
at night. Trademarks are accurately reproduced. 
What’s more, PLEXIGLAS is strong, rigid . . . has 
time-proved weather-resistance and keeps sign main- 
tenance costs low. 


Learn how PLEXIGLAS can build more sales for you. 
We will be glad to send you our full color brochure, 
‘““PLEXIGLAS for Signs’ and arrange a showing of 
our 20-minute color film, ‘‘The Sign of PLEXIGLAS’’. 


ROHM 
HAAS = 


PHILADELPHIA S,PA. 


In Canada: Rohm & Haas Company of Canada, Lid., West Hill, Ontario 


PLEXIGLAS 
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He taps the richest well in 
the oil industry... 
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...marketing 
information 


Frank Breese, Editor of NATIONAL PETROLEUM NEWS, will tell you that today the 
big oi] strikes are made in the market place as often as in the fields. Over the years, he has 
watched marketing rapidly come abreast of production, refining and pipelining in importance 
to the industry. NPN readers have ‘‘watched” with him. 

How big are the surpluses? Which consumer areas are growing? What new competition, 
domestic and foreign, is involved? What of changing government policies? 

To get the dollars and cents answers his readers must have, Editor Breese spends more 
than one-third of his working time in the field with his highly portable rig—pencil, notebook 
and camera. Examining every outcropping that looks productive of an oil story, he applies 
the test: Will this news increase efficiency and profit for NPN readers? 

Frank began his reporting-writing career in newspapers after his graduation from USC 
and was a war correspondent in World War II. He joined NPN in Los Angeles in 1948, 
became NPN West Coast Editor in 1951 and Editor in 1955. 

In putting the magazine together each month, Frank directs a seasoned staff of writers 
and editors. The NPN team is in constant touch with every key news source in the industry 
—in management, merchandising, warehousing and transportation. 

That is the McGraw-Hill formula: Digging hard and tailoring each story to specific read- 
er interests. It is the reason more than one million men who make the decisions for industry 
pay to read our magazines. Similarly, advertisers know they can reach their special audi- 
ences most effectively by concentrating their advertising in one or more McGraw-Hill pub- 
lications serving their major markets. 


A McGraw-Hill Publication ..«** . 


hg ¥ 
NATIONAL PETROLEUM NEWS Gi) 330 West 42nd Street, QD: 
For Oil Marketing Management New York 36,N.Y. “®e,.,4"° 


Latest developments in transport system of a large 
independent oil distributor, Lewis Oil Co., Port Washington, 
New York, are explained by Edwin B. Lewis (right), 
dispatcher, to NPN’s Frank Breese, aboard company’s barge, 
part of extensive delivery network. 
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full-range 
metering accuracy 
for Bulk Plants 


two-case construction that prevents 
sea! distortion under pressure, and the three simple rotary 
metering elements that revolve in unison for sustained meter- 
ng accuracy when flow is in either direction. 


MODEL M-60-A. Capacity: 600-30 gpm. Working pressure 
150 psi. 4” or 6" ASA flanges or Victaulic connections. Sup- 
slow-cl g two-stage hydraulically bal- 
extensions, swivel adaptors 
nator, as desired. The idea 
refineries, aircraft re 
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-GAS TO BUNKER FUEL 


PUMPED OR GRAVITY FLOW 


INL Y 2 


25 


SEEING iS BELIEVING...LET US PROVE IT! 

All meters must allow slippage, but some meters permit much 
‘more than others. As with all fluid flow, the amount of this 
slippage depends upon (1) size of opening; (2) pressure. So, 
slippage is greatest in meters with largest total clearance and 
highest pressure loss. 


While any meter can be adjusted to accurately register 
gallonage, here’s the catch: each calibration is accurate for 
only one rate of flow. At slower speeds, there’s always more 
slippage, and the uncounted loss can be considerable. In 
LC meters, total clearance is one of the smallest—pressure 
loss one of the lowest—a combination that enables these 
modern meters to operate efficiently all the way down to 5% 
of rating in delivering unmatched full-range accuracy for a 
new kind of bulk plant economy. 


In just three years, LC became the world’s largest maker 
of 600 gpm meters. Individual service records already go to 


LiIaguio ® 


Cc 


| controts 


See how really good meters can be— 
“if you can pump it, we'll meter it” 
SHIPPED FROM STOCK 
—600 gpm, 350 gpm, 200 gpm, and 100 gpm sizes. 
LIQUID CONTROLS CORPORATION 


Commonwealth Avenue, North Chicago, Illinois 
Phone: DExter 6-8070 


PS! PRESSURE LOSS AT MAX. CAPACITY 
FLOW OVERLOAD 


well over 400,000,000 gallons—and no metering element worn 
out. True rotary type. No oscillating or reciprocating parts. 
No metal-to-metal contact. Positive displacement. The only 
meter tested and approved by Weights and Measures Depart- 
ments for flow rates from 600 to 30 gpm. Your LC Distributor 
will be glad to arrange a “see for yourself’? demonstration, 
and explain every superior meter feature in detail. Call him 
today, or write us. 


GOOD NEWS GETS AROUND FAST 


As the newest meter-maker, it is natural to expect that LC 
would introduce many exclusive and patented innovations to 
improve accuracy, convenience, durability. How users have 
responded to this new kind of meter is best shown by their 
purchases. Here are comparative annual LC sales totals 
since the 1957 beginning. 


LC METER SALES 
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White truck frame 





Chalk marks circle surplus holes in frame of mass-produced truck 






We don’t make White Trucks out of Swiss Cheese 


Makers of mass-produced, assembly- 
line trucks punch their frames with 
every possible combination of holes 
to accommodate dozens of variations 
in components. Some of their frames 
have so many extra holes they look 
like Swiss cheese. 

WHITE heat-treated, high-alloy 


steel frames are custom-drilled with 
the exact number of holes needed for 
your set of components. No more. 

And for even greater total chassis 
strength, WHITE attaches all com- 
ponents with nuts and bolts, rather 
than rivets. 

It’s this kind of quality that makes 


the difference between a mass- 
produced, assembly-line truck and a 
truck from WHITE—the company that 
stays close to its customers—and lis- 
tens when they speak. 


THE WHITE Motor COMPANY 
CLEVELAND 1, OHIO 
Branches, distributors, dealers in ali principal cities 


WORLD LEADER IN HEAVY DUTY TRUCKS 


WHITE TRUCKS 





DINOSAUR BOOMS BUSINESS — 
FOR Sinclair DISTRIBUTORS 


& 


THE DINOSAUR, famous symbol of Sinclair, is doing a tremendous job of boosting business for 
Sinclair Distributors and Dealers in Sinclair’s 36-State marketing area. The familiar Sinclair Dinosaur 
trademark sign, well-known on America’s roads and highways, is bringing in millions of motorists for 
Sinclair Dino, the regular-priced gasoline that matches performance of premium gasoline in 3 out of 5 cars. 


The Sinclair Dinosaur can boost business for you, too. It will pay you to investigate the many advan- 
tages of becoming a Sinclair Distributor. For the whole story, call or write Sinclair Refining Company, 
Manager of Distributor Sales, 600 Fifth Avenue, New York 20, N. Y. 


Sinclair 
er) 


—plie 
at S#mclOir we cARE...ABOUT YOU...ABOUT YOUR BUSINESS 
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NPM 


EDITORIAL 


1962 Looks Pretty Good, But... 


B USINESS FORECASTS for 1962 point to a 
good year. From the standpoint of de- 
mand, the outlook for the oil industry is pretty 
good too, with prospects of tidy increases. 


But a cloud, which was no larger than a 
man’s hand a year ago, has darkened the 
industry skies. Business will be there in 1962, 
but troubles will be there also. Nineteen sixty- 
two may well be the year for the industry to 
come to grips with problems arising from over- 
supply. If not, outsiders, supported by some 
industry groups irritated by industry’s inability 
to straighten itself out, may try to solve those 
problems. 

Clamor for action was loud last month when 
marketers met in Chicago for the annual Na- 
tional Oil Jobbers Council, American Petro- 
leum Institute, and Society of Independent 
Gasoline Marketers of America conventions. 
Threats to seek divorcement and reduction of 
the depletion allowance were more vocal than 
any other time since World War II. Independ- 
ent marketers who shunned the thought of 
seeking relief in Washington are talking about 
that now (see page 96). 

Informed Washington observers predict that 
a new assault on the depletion allowance may 
be mounted when the 87th Congress goes into 
its second session. If any significant marketers, 
as individuals or groups, attack the depletion 
allowance, it will provide foes of that allowance 
with potentially dangerous propaganda. 

Two factors are blamed for conditions in the 
market place: oversupply and questionable 
practices, In the free-enterprise system, both 
are tough problems to deal with because com- 
petition is getting tougher. 
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In fact, reports on advertising plans indicate 
that all marketers are conditioning themselves 
for the hardest year yet, competitively. Under 
those circumstances, many are bound to get 
hurt. 


Against that grim background, there are 
some cheerful spots in the outlook: 

e Heating Oil—While the heating-oil in- 
dustry hasn’t been able to turn the tables on 
natural gas, it is beginning to show more 
competitive strength. National Oil Fuel In- 
stitute (No-fi), the trade association, goes into 


‘its first full year of operation with an am- 


bitious program which will improve heating 
oil’s position if aims are achieved. 

e TBA—The potential for tires, batteries 
and accessories is very promising, according to 
TBA authorities (see TBA report, p. 125). 


e Motor Oil—The ratio of motor oil to 
gasoline keeps slipping, but the industry has an 
aggressive promotional campaign. Hopes are 
high that it will slow down the declining ratio. 

e Gasoline—The big-money product faces 
another year of increased demand. Though a 
predicted increase of 1%-2% is below the 
spectacular postwar rises, it represents good 
volume and is better than this year’s increase. 


There is hope, too, that gasoline volume 
will get a big boost from the API travel- 
development program. The only thing wrong 
with gasoline is the price, say the marketers 
who sell it. 

All in all, things could be very good next 
year for the oil-marketing industry if these vex- 
ing problems could be solved, or at least 
reduced. 











the great new name in tools! 


Herbrand, one of the automotive industry’s largest producers of standard and special 
mechanic’s hand tools, has joined forces with Utica . . . world’s largest producer of quality 
pliers and adjustable wrenches for the electronic, mill supply, automotive and 

hardware industries. GREATER STRENGTH THROUGH UNITY ... joining forces with 
Utica guarantees our ability to maintain the same high standards of quality that 

have made Herbrand famous since 1881. It also increases our capabilities for new tool 
development and on-time delivery. For news on the next ‘‘tool of the month” and 

big-new developments ahead, see your established Herbrand jobber. 


Utica Herbrand 


TOOLS DIVISION 
KELSEY-HAYES COMPANY 
UTICA 4, N. Y. 
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FOR OIL MARKETERS 


@ In gasoline, third-grading is the explosive factor 
@ Market-development programs will get into high gear 
@ The trend is up for fuel oil, lubes and TBA 


ET SET for the hardest competition yet. While 
1962 will be a record business year, oil mar- 
keting is in for further shakedowns. The outlook: 


e@ Gasoline—Introduction of new third grades 
(see below) portends a stormy year for the indus- 
try’s biggest-volume product. On top of that, it looks 
like another year of oversupply and tight profit mar- 
gins. Volume will be up, helped by strong auto 
sales. Consensus is for gains of 1%-2%, possibly 
2%-3% if demand picks up as 1962 gets under 
way. Either way, the rate should be better than the 
1% of 1961—smallest gain since World War II. 

@ Distillate—Consensus is for heating-oil vol- 
ume gains of 5%, owing to intensified promotion. 

e@ Lubes—Volume should gain 2% or more, 
based on stepped-up promotion of oil drains and 
on-the-lift service, plus advances in fast oil-chang- 
ing (see pages 71, 108). 

e TBA—Consensus is for gains of about 5%, 
lower than in recent years. But TBA is still a rich, 
growing market (see special report, page 125). 

Market development—today’s phrase for expan- 
sion—will be a big factor in 1962. Several majors 
have ambitious programs on the drawing boards. 
Humble, American Oil, and Standard of California 
will jostle for representation in each other’s home 
markets. So will aggressive newcomers. 


Key Issue: Third Grades 


“WE HAVE BEEN EXPECTING better realiza- 
tions in 1962, but if Gulftane comes in, we can 
forget that and worry about how to save our 
shirts,” says a marketing executive of a West Coast 
independent. His comment reflects the general re- 
action to Gulf Oil’s announcement last month that 
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it would extend its subregular gasoline, Gulftane. 
The product had been on a 90-day test basis in 
four markets (NPN—Sept. p91). 

Gulf said it was changing its marketing concept 
to meet the requirements of compact cars, intro- 
ducing Gulftane (testing around 90-octane) and 
dropping super-premium Crest (testing around 101- 
octane). It then unveiled Gulftane in Charlotte, 
N.C., and in markets in Texas, Ohio, Michigan, 
Indiana, Illinois and New York. Competitors else- 
where, anticipating introduction throughout Gulf’s 
38-state territory, braced for “G-Day.” 

A top Gulf official said he hoped Gulftane would 
create price stability by equalizing the competitive 
positions of Gulf and private branders. Few com- 
petitors thought this would happen. “What it boils 
down to is this,” said one: “Nobody is going to be 
willing to give up volume to Gulf on this or any 


i a 


Gulf Oil says new subregular, Gulftane, will stabilize 
markets. Most competitors fear it will break them 








(Begins on page 83) 


other basis. Whatever Gulf calls it, nobody is going 
to roll over and lose his business.” 

Simultaneously with Gulf’s move, Humble Oil 
announced it would test a new “middle grade” in 
Texas, Pittsburgh, and Norfolk-Newport News— 
withdrawing its super-premium, Golden Esso Extra, 
in those markets. The new grade, to be called Enco 
Plus in Texas and Esso Plus elsewhere, represents 
a different approach to three-grading. The octane 
structure is reportedly 92 for Esso regular, 96-98 
for “Plus,” and 100 for Esso Extra. Golden Esso 
Extra had been 102. 

Still another approach is Sun’s nine-grade blend- 
ing system. All three systems are being offered in 
Norfolk-Newport News, making it a focal market. 

Other companies face the question of how to 
meet the Gulf move. Those selling third-grade su- 
perpremiums could convert their third pumps to a 
new lower grade, or downgrade their existing 
structures. Two-grade companies face costlier alter- 
natives: Adding a third grade, or meeting Gulftane 
with regular. Most two-grade refiners are reluctant 
to make a third grade because of the additional 
manufacturing and distribution expenses. At the 
same time, they don’t like the idea of meeting 
Gulftane with a product that costs perhaps 2.5¢ 
more to manufacture. Some have been able to hedge 
for future third-grade marketing by installing extra 
tankage in new stations. 

Reactions to the middle-grade idea are mixed. 
In general, reaction is favorable because of the 
feeling that it won’t disturb markets, as Gulftane 
has. Some speculate that Humble is maneuvering to 
meet Gulftane with its regular, if need be. Humble 
denies, saying it doesn’t need to add a middle grade 
if it wants to meet Gulftane with regular. 

It’s widely felt that third-grade superpremium 
is done for. “It was a dead duck three months after 
it came out,” says one Midwest marketing official. 
“Just no demand for it. This finishes it.” 

Gulf claims enormous gallonage increases prove 
Gulftane is the right course to take. One official 
says gallonage went up 70% in Indianapolis, 
though a large competitor says his surveys show 
only slight gains on the order of 2%. In San An- 
tonio, gains of 18% are reported. 

Many experienced marketers are dubious about 
the future of Gulftane. Says one, “I saw this cheap 
third grade in the thirties, and it didn’t hold up. 
In two years, Gulf will wish they had never done 
it.” Says another, “This is what will happen. The 
volume increase for those who get the jump on 
third grades will be about 25%. But 50% of the 
total volume will be third grade, and 35% will be 
regular. The rest will be premium. So they'll make 
less on the premium. Volumes will go uv 25%, but 
the price realization will be off 60%. Then there’s 
the cost of making the switch—I reckon that will 
be $25-million to $50-million, depending on a com- 
pany’s size. That’s a big chunk of dough to gamble 
with. This is not building a better mousetrap.” 





WHAT’S AHEAD IN 1962 


Market 
Development: 
Dynamic 


Factor 
in 1962 


Look for added dimensions 
in programs for expansion 


MARKET DEVELOPMENT is the 1962 phrase 
for expansion. The difference is that while there will 
be expansion—at about the same rate as in 1961 
—there will be more development of existing prop- 
erties. 

Retail Gasoline—Over-all, about 4,000 new 
service stations are being completed in 1961. That 
figure may be trimmed some in 1962, to about 
3,600 units, according to an authoritative forecast. 
This doesn’t take into account modernization pro- 
grams, which will continue in 1962. 

Three of the biggest Standard companies will be 
particularly active in improving retail representa- 
tion in 1962. Standard of California is getting un- 


HOW TOP MARKETERS LOOK AT 1962 


SALESMEN ARE ALWAYS OPTIMISTS, and 
marketing vice presidents and sales managers are 
mostly optimistic about 1962—despite unsettled 
markets and poor third and fourth quarters in 
1961. Here’s a sampling of comments, along with 
a couple of dissents: 

“Next year will be like 1961, which has been a very 
tough year, but still a good one.”-—Sales coordi- 
nator of a coast-to-coast major 


“To me, 1962 looks good. I don’t see how Gulftane 
can help anything, but it will shake down.”—Vice 
president of a national major 


“I’m always optimistic, perhaps more so than 
others. But I think we're going to have a good 
year. Some people have got to start getting sense 
soon.”—Major vice president 


“This is the worst I’ve seen it in 30 years, and 
there’s nothing hopeful about the outlook.”—Pres- 
ident of a small regional marketer 


“Hell, I can’t tell about 1962. I'm trying to look a 
week ahead these days.”—President of a small 
major 
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der way with a long-range program for improving 
the quality of stations in the five-state Standard of 
Kentucky area, acquired in last summer’s merger 
(NPN—July p94). American Oil has a similar pro- 
gram in the Southeast and East Coast, over former 
Amoco territory. On the West Coast, it has a grow- 
ing staff of market-development men to establish 
representation there. Humble’s dual program—ex- 
panding national markets and converting to the 
new Enco brand—is being enlarged to enormous 
dimensions in an effort to recover volume that has 
been going to Standard of Kentucky. Humble ex- 
pects to have 100 outlets in Kyso territory by year’s 
end. Since this is sparse representation, expansion 
will be pushed hard. There’s a land rush on, as 
Humble hustles for outlets. 

One national major added about 135 stations in 
1961, and expects to build about that many, or a 
few less, in 1962. A secondary integrated company 
built about 20 this year, and plans that many in 
1962. Derby Refining put up about 70 this year, but 
hasn’t revealed its 1962 plans. One regional major 
says it is acquiring sites but will continue to hold 
off on building until markets settle down. 

Some old-line majors are pushing into new areas 
with new programs: Shell in Texas, Cities Service 
in New England and the Mid-Continent. Regional 
majors like Conoco, DX, and Kerr-McGee are go- 
ing into new markets. So are “baby majors” like 
Murphy, Fina, and Tenneco. Tenneco, for exam- 
ple, plans to move into the Atlanta market, where 
its representation has been slight. Officials claim the 
changeover from “Bay” to “Tenneco” has gone 
better than expected. With strong backing from 
parent Tennessee Gas Transmission, Tenneco will 
push hard to establish its brand and its major-level 
price ideas in the Southeast, Southwest, and even- 
tually the East Coast. 

Several majors have programs in the planning 
stage that may be transformed into definite projects 
in 1962, accelerating capital spending. 

Many aggressive jobbers are going ahead with 
plans to build one, two, or three stations in 1962, 
and say they’re more bullish this year than a year 
ago. Some, catching the new spirit of certain ma- 
jors, will try daring designs at a big outlay of capi- 
tal. Others plan to acquire facilites from smaller 
jobbers. For most jobbers, however, the squeeze is 
on in gasoline markets because of the soaring costs 
of land and construction. 

Wholesale Plant—Stepped up modernization lies 
ahead at many major and jobber bulk plants and 
terminals. The objective is higher-capacity equip- 
ment to permit faster loading speeds. This also in- 
volves installment of bigger equipment at stations 
and acquisition of larger hauling and delivery 
equipment where possible. 

Heating Oil—The year 1962 can be both criti- 
cal and significant for oil heat. While the industry 
is losing position in competing with natural gas 
and electricity for home markets, it is holding its 


thrusts (see page 100). With No-fi’s promotional pro- 
gram being intensified, it can be more effective still. 

There are two big questions: (1) How extensive 
a national program can be developed to enable oil 
to compete for new-home markets? (2) When will 
research programs produce the low-cost equipment 
that will put the industry in a better competitive 
position? Some new equipment shows much prom- 
ise, marketing executives believe, but there’s still a 
lot to be done. 

Lubrication—Next year will see continuation of 
American Petroleum Institute’s “Operation Boot- 
strap,” a promotional effort designed to help mo- 
tor-oil sales. It will also see a new program spon- 
sored by Automotive Lift Institute to help dealers 
get cars on lifts for periodic inspection and main- 
tenance. 

Another sales tool with great potential for 1962 
is the quick oil-changer. Once discarded because of 
“bugs,” it has returned in new and improved forms 
that should help dealers sell oil changes while 
they’re selling gasoline (see page 108 for details). 

TBA—Diversification is the watchword for 
1962. While sales of tires and batteries will con- 


tinue strong, more companies will emphasize new | 
products and services to build dealer revenue, with 


particular stress on tuneup and related work (see 
page 125 for details). 


Over-All Picture: Mixed 


The total picture that emerges is one of confus- 
ing, rapidly changing short-term activity, with 
more positive implications over the long pull. While 
price battling may cause real bloodletting this year, 
new concepts of price relationships may be the 
end result. It adds up to a shakedown for a solider 
marketing base in the future. 

All marketers are likely to feel a profit pinch in 
1962, but how bad it is will be determined to some 
extent by the supply situation. If production keeps 
pace with demand in 1962, the industry will pro- 
bably end the year with a surplus similar to the 
one that now exists. Year-end stocks in 1960 were 
in line with levels of the past few years, but are 
about 30-million bbl. higher at the end of 1961. 
Most economists expect that supplies will remain 
loose and stocks cut back next year. 

As always, there could be an element of the un- 
expected. One top marketing executive predicts 
“some eye-opening mergers involving really big 
companies.” He points out that almost no one 
thought the Standard of California-Standard of 
Kentucky merger would be permitted—but it was. 
So anything can happen, he feels. 

An added factor in the over-all picture is defense 
spending. As it goes into high gear, perhaps by 
spring, inflationary money could hit the economy. 
If it does, looser money could mean more driving, 
contributing to greater increases all around. 


Next page: National Business Outlook 


present market and making some important counter- 
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HE U. S. ECONOMY will turn in a record- 

breaking performance in 1962, producing a 
volume of goods and services unprecedented in its 
history. In the year ahead the increase in economic 
activity will be far greater than the average year-to- 
year gains of the post-World War II era. The gross 
national product, a measure of the volume of goods 
and services produced in the U. S., will reach $562- 
billion in 1962, compared with $520-billion for 
1961. 


The current business outlook is a happy contrast 
to that just 12 months ago. Each of the economy’s 
major sectors is on the upswing and promises con- 
tinued growth for 1962. Industrial production, 
which was slipping sharply as 1961 began, will be 
rising throughout 1962; and a new record-level of 
industrial output will be established. 


In summary, here is an account of how the econ- 
omy’s major sectors will perform in 1962: 

e Consumer Spending—After-tax incomes will 
increase substantially in 1962. A corresponding 
stepup in spending for consumer goods and serv- 
ices seems assured. Consumer purchases of goods 
and services next year are likely to come to $362- 
billion—an increase of more than $22-billion over 
the amount consumers spent during 1961. 

e Business Spending—The McGraw-Hill pre- 
liminary survey of business’ capital-expenditure 
plans provided an encouraging indication of the 
course private investment is likely to follow in 1962. 
It indicated that business firms will be increasing 
their outlays for new plant and equipment in the 
year ahead. Other forms of private investment are 
likely to increase, too. Outlays for private invest- 
. ment thus will be a powerful expansive force in the 
economy, rising from $69-billion this year to $80- 
billion in 1962. 

e Government Spending—Our efforts to get a 
man on the moon and to improve our nation’s de- 
fense posture will require substantial increases in 
federal-government spending. On the state and lo- 
cal level, increasing responsibilities in education, 
welfare and the pressure of growing populations 
will require higher government-spending levels. To- 
tal government spending will rise to about $118- 
billion in 1962, a $10-billion increase over 1961. 

With consumers’ spending on the rise, private in- 
vestors increasing their expenditures, and federal, 
state, and local governments upping their outlays 
by a wide margin, the outlook for 1962 is unmis- 
takably one of growing overall economic activity. 
The year ahead will bring for the U. S. the highest 
level of material well-being in the world’s history. 
Only the possibility of a drastic worsening in inter- 
national political relations clouds this prospect. 


The Pivotal Consumer 


Inescapably, next year’s business outlook hinges 
importantly on consumers’ spending behavior in the 
months ahead. Happily, a considerable pickup in 
consumer expenditures for goods and services is 


WHAT’S AHEAD IN 1962 





U. S. Business 





Look for another record year in 
1962, with more spending by con- 
sumers, business, and government. 
Bright outlook is also ahead for auto 
sales and industrial output 


likely. Spending for consumer goods and services 
in 1962 will total $362-billion. The increase over 
the 12 months ahead will be more than $22-billion 
—just about twice as great as the growth in con- 
sumer spending during 1961. 

Durable goods will take a large share of the rise 
in consumer outlays. It was the durables sector of 
the economy that suffered sharpest cutbacks as 
business declined early in 1961. More recently, 
however, consumer spending for durables has been 
on the rise, and it promises to continue to increase 
throughout 1962. The reasons are clear: unemploy- 
ment has been declining, though slowly; and work- 
ers have been putting in longer workweeks in recent 
months. As a result, take-home pay has increased. 
Many consumers are, therefore, able to make ma- 
jor purchases they may have been postponing be- 
cause of slackened business activity earlier this year. 

For a variety of reasons, consumers’ incomes will 
grow further in the approaching months. From 
$365-billion this year, income after taxes will rise 
to $389-billion in 1962. In addition to their bigger 
incomes, consumers are likely to be thinking more 
cheerfully about business prospects for the imme- 
diate future. The caution engendered by the reces- 
sion is giving way to confidence. Hence consumers 
will be willing (and able) to increase 1962 outlays. 

Vastly improved auto-sales prospects highlight 
the improving outlook for consumer goods and serv- 
ices. Sales of new foreign and domestic models in 
the U. S. are likely to reach 7.0-million units in 
1962. Sales for 1961 are estimated at 5.9-million. 

Spending for consumer durables as a whole next 
year will exceed $47-billion, an increase of more 
than $5-billion from this year’s consumer-durables 
spending level. Outlays for services, such as rent 
and medical attention, will continue to rise, growing 
from $141-billion this year to $152-billion in 1962. 
Spending for nondurable goods— including oil and 
gasoline—will rise by about $6-billion to $162-bil- 
lion for the year. 
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Here are NUTSHELL FORECASTS 
in five key sectors: 


CONSUMER SPENDING 
A stepup in consumer purchases of goods and serv- 
ices should come to $362-billion, a $22-billion gain. 
BUSINESS SPENDING 
Outlays for private investment will increase, rising from 
$69-billion to $80-billion in 1962. 
GOVERNMENT SPENDING 
Space race should require higher spending levels, 
with a $10-billion rise to $118-billion. 
AUTO SALES 
Sales of foreign and domestic cars should vastly im- 
prove, from 5.9-million this year to 7.0-million. 
INDUSTRIAL PRODUCTION 


Rising industrial activity is another bright note, with 
a 10% increase in output expected. 


Upturn for Business Outlays 


Private investment (construction outlays plus ex- 
penditures for producers’ durable goods and busi- 
ness inventories) also will be on the rise in 1962 
after undergoing reductions during the past year. 
Private investment next year will total $80-billion. 

A positive indication of an upswing in investment 
in new capital equipment came from the McGraw- 
Hill survey of business’ plans for new plant and 
equipment expenditures in 1962. The survey, com- 
pleted during the fall, showed that business firms 
then planned to increase outlays for new plants and 
equipment by 4% in 1962. But with the economy 
strongly on the upswing, as it is likely to be in the 
approaching months, business firms are certain to 
revise their preliminary capital-spending plans. Ac- 
tual spending for new plants and equipment in the 
U. S. in 1962 is likely to come to $39.0 billion, a 
12% increase rather than the 4% rise planned a 
few weeks ago by the nation’s business firms. 


Reasons for improving capital investment pros- 
pects are quickly evident. Industrial activity has 
accelerated sharply in recent months. As a result, 
profit margins and corporate profits are showing 
sizeable improvement. Business firms thus have 
greater financial resources for investment in new 
producing equipment, and they are going ahead 
with needed improvements. 

Investment in business inventories also is likely 
to increase during 1962. A growing volume of busi- 
ness will demand larger stocks of materials and 
finished products. And the possibility of a steel 
strike in mid-1962 will induce many firms to stock 
additional supplies of products that might become 
scarce should steel production be interrupted. In- 
ventory additions thus will be a positive force. 

Home-construction activity, too, can be counted 
on to show significant improvement in the year 
ahead. The recovery in general-business activity, 
and the impetus of federal-housing legislation 
passed in 1961 will give home building a boost. 
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Growing Government Spending 


Government spending will rise to a new record 
level in 1962. Total spending by federal, state, and 
local governments will come to $118-billion for the 
year, an increase of $10-billion over the amount 
governments expect to spend for goods and services 
in 1961. State and local governments will increase 
their outlays by $4-billion, bringing their total 
spending to more than $55-billion. Federal-govern- 
ment spending next year will rise to $63-billion 
from $57-billion in 1961. 


A multitude of forces is behind growing govern- 
ment expenditures. On the state and local level, 
growing spending is needed to educate the expand- 
ing youthful population. In addition, outlays are 
rising because of new programs or because of re- 
newed emphasis on established programs. The ex- 
tension of welfare payments to the aged needing 
medical care is one example. The growing emphasis 
on urban renewal is another. 


On the federal level, stepped-up defense spend- 
ing is the dominant reason for higher expenditure 
levels. Renewed emphasis on conventional-weapons 
systems as well as acceleration of space exploration 
will add to the Defense Department’s budget. 


Industrial-Output Growth in 1962 


Brightening business prospects for 1962 include 
an outlook for rising industrial activity throughout 
the new year. As measured by the Federal Reserve 
Board’s Index of Industrial Production (1957 = 
100) factory output will rise to 120 for 1962, a 
10% increase from the 109 mark reached by in- 
dustrial output this year. This will mean rising em- 
ployment and earnings in industries that one year 
ago were feeling the recession’s pinch. 

The business outlook for 1962 thus is an exceed- 
ingly cheering one. Rising incomes, reduced unem- 
ployment, and a record level of industrial output 
and general-business activity seem sure in 1962. 





REGION 


Oil Industry 


PRODUCT 
DEMAND 


Over-all +28% 
Gasoline +24% 
Distillate +1.5% 


Residual +3.5% 


WHAT’S AHEAD IN 1962 


Regional Business: 


SUPPLY 
OUTLOOK 


Will remain loose 


except for heavy 
oil. 


FOR KEY 


Transportation up, especially 
aircraft; textiles continuing 
depressed, but some pick-up 
indicated; metal industries 
down; electrical industries, 
continued growth, but siow- 
ing. 


Other Industries 


ee ee See 





Over-all 
Gasoline 
Distillate 
Residual 
No Change 


Should be steady. 


Total manufacturing up about 
5%, led by paper products, 
finished textile products, and 
auto production. 


Durables and non- 
durables both up 
5% to 10%, paced 
by demand for au- 
tos, appliances, and 
fabrics. 





Over-all 

Gasoline 
Distillate 
Residual 


Tighter than 1961, 
with crude runs 
much more in line 
with actual de- 
mand. 


Autos optimistic, retail sales 
expected up 500,000. Steel 





ingot production up 7% to 
8%. Rubber and chemicals 


| total production up 6% to 


Durables up 12%. 
Nondurables up 





Over-all 
Gasoline 
Distillat 
Residual 


Up about 1%. 
Crude-production 


level about same as 


1961. 





Over-all 

Gasoline 
Distillate 
Residual 


Much the same as 
1961 — more than 
adequate. 


Over-all manufacturing up 
5% to 7%; distribution will 
expand in same range. Mis- 
sile manufacturing will be a 





Over-all 
Gasoline 
Distillate 
Residual 


Remaining tight. 


Generally better. Defense in- 

dustries up, particularly elec- 

tronics and missiles, but air- 
craft down some. 


Durables up 10%, 
nondurables up 
8%. 
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The Outlook by Areas 


Consumer Prospects 


FARM 
INCOME 


Same as 1961. 


BUILDING 


Commercial up. Home- 
building up, but to 
lesser degree. 


UNEM- 


-PLOYMENT 


Will fall faster than 
national average. 


CONSUMER 
INCOME- 
SPENDING 


Both up as much as 
8%. 


CREDIT 


Probably tighter. 





Slight increase, de- 
pendent on govern- 
ment price supports 
and allotments on spe- 
cific farm products. 


Total building up 3% 
to 5%, mostly in ur- 
ban areas. 


Total employment up 
3%. 


Income up 4% to 5%, 
spending up 5% to. 
6%. 


Tighter money with 
higher interest rates 
in latter part. of year. 





Steady, not up more 
than 2%. 


Total building up less 
than 5%. 


Annual average should 
be about 5%. 


Both up 6% to 7%. 


Money available but 


9 tighter than 1961. In- 


terest. rates about 
same. or up slightly. 





Banner year in 1961 
may hold through 
1962. Weather and 
support programs will 
be determining fac- 
tors. 


Coastal rebuilding 
means good. over-all 
increase. New home 
building steady at 
best. 


Current 5.3% figure 
will drop to “high” 4% 
range. 


Income up as much as 
5%. Retail spending 
will do good to get 
3% to 4% hike. 


Ample to meet slight 
increase in demand, 
no change in interest 
rates. 





Up 3% due to in- 
creased sugar-beet 
production. 


Commercial, highway, 
home construction up 
10% to 15%. 


Some gains in total 
employment. 


Income up 3%, spend- 
ing up about 2%. 


Ample, but greater se- 
lectivity in granting 
loans. Interest rates 
unchanged. 





Better, but not dra- 
matically. 


Homebuiiding up 4% 
to 5%, nonresidential 
up 10% or more. 


Down slightly, but 
probably still near 7%. 


Income and spending 
both up 10%. 


Rates will rise, most 
about midyear. Home- 
building rates up. No 
acute money shortage. 
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Highways 


More progress on the interstate 
highway system will add 2,000 
miles in 1962. Program is now on 
sound pay-as-you-build basis 


HE $41-BILLION interstate highway program, 

billed as the biggest public-works program in 
history, will move forward on a sound basis in 1962. 
The programs’ financing problems have been ironed 
out, and there is every expectation that the 41,000- 
mile system, begun in 1956, will be completed on 
target in 1972, tying the nation’s major cities to- 
gether with a new network of high-speed, limited- 
access freeways. 

As the program enters its sixth year, nearly 
11,500 miles, or about 28%, of the system is open 
to traffic. Another 2,000 miles is expected to be 
added to this total in 1962. 

The interstate program, 90% of which is paid for 
by the federal government and 10% by the states, 
is important to petroleum retailers for two principal 
reasons: (1) it is largely financed by taxes on gaso- 
line, diesel fuel, tires, tubes, and tread rubber, and 

2) it encourages and lowers the cost of automobile 
travel. When the network is completed, an es- 


WHAT’S AHEAD IN 1962 


timated 100-million motor vehicles, compared with 
76-million now, will be traveling more than a 
trillion miles a year on the new highways. 


Now On A Sound Basis 


After five years of fiscal uncertainty, the program 
is now on a sound pay-as-you-build basis. The threat 
of a stretchout or cutback in construction because 
of money problems has been removed. Congress, 
prodded by President Kennedy, ended the financial 
crisis by voting $9.6-billion in new or increased 
taxes to support it. 

The money comes from continuing the federal 
gasoline and diesel-fuel tax at 4¢ gal. (they were to 
have dropped to 3¢ last July 1) and from raising 
taxes on tires, tubes and tread rubber, and on heavy 
trucks. In addition, $150-million annually in motor- 
vehicle excise taxes, which has been going into the 
general treasury, will be diverted to the highway- 
trust fund, starting next July 1. 

The financial problem is solved unless there is a 
sharp setback in the nation’s general economic 
health or unless inflation sends construction costs 
spiraling upward. This being the case, officials of 
the Bureau of Public Roads acknowledge there is 
no valid excuse for falling behind in the construc- 
tion schedule. The financing is available; the high- 
way construction and supply industries are geared 
to do the job. The rest is “up to state and federal 
road officials,” in the words of Federal Highway 


administrator Rex M. Whitton. 
Th 
A oe) 
hee 


) iy 
a4 


ay 


as of September 30, 1961 





Pion: ore being prepared or 
right of way is being acquired 


—emee §=—Construction is under way or completed 
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More Roads Under Construction 


Aside from the interstate system mileage open to 
traffic at the end of 1961, nearly 5,000 miles were 
under construction, and engineering or right-of-way 
acquisition was in progress on another 10,600. Thus 
some form of work was under way or completed on 
about 66% of the system. 


Federal spending on the interstate system in the 
new fiscal year starting next July 1 will jump from 
the current level of $2.2-billion to $2.4-billion in 
1968, hold steady through 1970, then taper off. 


In addition to spending on the interstate system, 
the federal government is also making a substantial 
contribution on a 50-50 matching basis to primary 
and secondary highways and their urban extension. 
A total of $925-million in federal funds has been 
apportioned to the states for work on these roads 
in the coming fiscal year. About $12-bi!lion worth 


of work involving some 150,200 miles of construc- 
tion contracts has been completed since 1956 or is 
under way on this program. 

During the coming year, Congress will decide 
what to do about the size and weight limitations 
on large trucks permitted on the interstate system. 
When the program was begun in 1956 truck weight 
and dimension limitations then in existence in var- 
ious states were in effect frozen. Since that time, 
an exhaustive road test has been made at Ottawa, 
lll., of the wear and tear caused by heavy trucks 
to the improved type of construction used in the 
interstate system. The test results are now being an- 
alyzed and evaluated. Congress must decide later 
whether to increase or reduce the limitations or to 
take the federal government out of the picture and 
let the states fix their own limitations. The trucking 
industry, of course, is hopeful that bigger and heav- 
ier trucks will be permitted on the interstate system. 





Labor 


Watch for attempts to unionize 
service stations and auto shops 
as labor benefits from climate 
of Democratic administration 


LOWLY BUT SURELY, the Kennedy administra- 
S tion is beginning to remove some of the legal 
wraps from labor-union organizing. The results 
should make it easier for unions to sign up new 
members—starting in 1962—among smaller em- 
ployers such as gasoline stations and auto shops 
and in such hard-to-penetrate areas as the South 
and Southeast. 


A Warmer Climate for Labor 


The shifts reflect the warmer climate for organ- 
ized labor under a Democratic White House. But 
the full effects are coming, not from the President’s 
office but from the vital National Labor Relations 
Board which interprets the rules for union and 
management behavior. 

The five-member NLRB, now working under a 
Democratic majority, is beginning a series of key 
decisions that affect the rights—and methods—un- 
ions may use to round up new members. These de- 
cisions in some cases are reversing the orders of 
the previous “Eisenhower Board” and in others 
breaking completely new ground. 

The Taft-Hartley wraps are being eased in such 
areas as union picketing, making it easier for labor 
to use the picket line to pressure employers. On 


the other hand, wide, new curbs are being placed 
on employers’ rights in attempting to fight off un- 
ions. And where employers take direction action— 
such as discharging employes in a union represen- 
tation bid, the “new” NLRB is prepared to seek 
court injunctions to prevent such firings. 

Actually, all these decisions are made under 
Taft-Hartley Act rules. The board majority, which 
reflects the theories of the administration in power, 
has considerable leeway in interpreting the rules— 
and union officials anticipate some significant gains 
on the organizing front as a result. 

It doesn’t mean organized labor will suddenly 
stage a massive membership drive to reverse its sag- 
ging fortunes in recent years. But, with a sympa- 
thetic Labor Board, stronger drives will be made to 
go after the unorganized employer who has suc- 
cessfully stopped the union invasion in the past. 


Not Everything Is Rosy 


Even with the Kennedy administration, however, 
the look-ahead for labor is not entirely rosy. Ad- 
ministration officials are seeking a curb on high- 
priced contract settlements that could lead to in- 
flation and hurt the competitive position of U. S. 
products with foreign goods. 

Too, the combination of high industrial unem- 
ployment and the advance of automation are mak- 
ing unions strongly job-conscious. Their aims will 
be to gain job security—ahead of wages—in 1962. 

On the legislative front, labor unions discount 
prospects of any 1962 gains in Congress. Their ef- 
forts, instead, will be concentrated in step-by-step 
reversals of previous defeats on the organizing 
front. Even here, the slow processes of the NLRB 
will prevent a sudden onrush of union organizers 
into nonunion territory—the intention is to take on 
one employer at a time but this time with better 
prospects for success. 


Next page: Outlook for 12 Key Industries 
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2 Twelve Major 
industries 
Look for 
improvement 
in 1962 


Aircraft/Air Transport 

With a space-program increase 
between two and three times 
what it was in 1961 and the 
total military budget to be up, 
manufacturers expect 1962 to 
be on a level with 1961. Airlines 
are cautiously hoping for an in- 
crease in traffic and profits next 
year after a 1961 drop. 


Automobiles 

Domestic car production in the 
1962 model year is expected to 
hit 6.6-million despite strike 
losses. Truck and bus produc- 
tion will total about 1-million. 
Foreign-car imports are expected 
in the neighborhood of 400,000. 
Unknown factor is sales of “‘in- 
between”’ cars. 


Chemicals 
Sales of chemicals and allied 


products are expected to set a 
new record in 1962, totaling 
about $32.2-billion. Traditional 
chemical raw-material sources 
will continue to lose ground to 
petroleum and natural gas, with 
petrochemicals predicted to com- 
prise more than a third of total. 


Construction 

The space race and expanding 
industrial building should bring 
an 11% increase in heavy con- 
struction in 1962. A_ record 
$25.6-billion in awards is fore- 
cast, with every major type of 
work topping its 1961 volume. 
New records are expected in 
waterworks, sewerage, highways. 


Electric Energy 

High level of industrial activity 
is expected to bring electric utili- 
ties an 8.7% sales gain in 1962, 
boosting the annual total to al- 
most 776-billion kw hours. This 
will be almost double the 1961 
growth rate. Residential sales will 
be up as new customers are 
found and old ones increase con- 
sumption. 


WHAT’S AHEAD IN 1962 


Electronics 


Increased government spending 
will make its impact felt in 1962 
in industrial electronics as well 
as in the military area. 


Food and Beverages 

A 3% to 4% increase in food 
sales is predicted for 1962, based 
on population growth and the 
rise in personal income. The 
trend to convenience foods will 
continue with emphasis on dehy- 
drated foods. Total spending for 
food and beverages will be about 
$83-million. 


Metal Production 

The steel outlook for 1962 is 
clouded by the possibility of 
labor troubles when the contract 
between the steel industry and 
United Steel Workers of Amer- 
ica expires June 30. Because of 
this, steel users will begin build- 
ing up steel stocks shortly after 
the first of the year. 


Metalworking 

Metalworking industries are ex- 
pected to do a much larger vol- 
ume of business in 1962 than 
this year. Dollar volume is fore- 
cast at about $155-billion, com- 
pared with $139-billion in 1961. 
Main reasons are the enlarged 
national defense program, _in- 
creased automobile output. 


Motor-Vehicle Fleets 

Truck and trailer sales, which 
have been depressed this year, 
are expected to pick up in 1962. 
Compacts of the intermediate 
size will continue to take 30% 
to 40% of the total market; 
major municipal help is needed 
to unlock traffic bottlenecks. 


Oil Drilling, Production 

Domestic crude-oil production 
in 1962 is expected to show lit- 
tle change from this year’s 7,- 
184,000 b/d. Output of natural- 
gas liquids probably will increase 
by 3.1% to 1.02-million b/d. 
Demand for liquid hydrocarbons 
is expected to rise 2.6% to 10,- 
235,000 b/d. 


Railroads 

Carloadings in 1962 are expected 
to rise about 10% to 13% to a 
total of 33- to 34-million, while 
1961's loadings aren’t expected 
to be more than 30-million. Rail- 
road purchases next year will be 
specific revenue-producers, such 
as new freight cars and trailers 
for piggy-back service. 
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REAL “dogfight” is shaping up in oil advertis- 
A ing in 1962. Ad expenditures will not in the 
aggregate be much higher and they'll come in for 
even closer scrutiny. There will be even sharper ef- 
forts to put dollars where they’ll do the most good. 

Then, after all the advertising agency switches in 
the last year, not all the new agencies got into high 
gear. So more new campaigns can be expected. 


Spending and Media Selection 


Few companies will spend more, but cutbacks 
are not likely either. More money will go into tele- 
vision, but not as much as might have been expect- 
ed a few months back. Principal reasons are: 

e The rising cost of television facing ad man- 
agers who want to get as much mileage as they did 
last year out of their hardly-expanding budgets. 

e The apparent success of Shell’s massive news- 
paper campaign and the belief of some that a coun- 
ter-attack is necessary in that quarter. 

Television’s revenue from the oil industry is likely 
to increase significantly only if Shell decides to 
swing its dollars in that direction. 

Ad manager C. F. Martineau says media ex- 
periments are continuing and there might be some 
media changes. He adds hastily that this need not 
necessarily include a major one, that Shell’s agency 
—Ogilvy, Benson and Mather—had not yet made 
its presentation. 

Shell will spend the same next year as this—about 
$13-million. Its net profit for the first nine months 
of 1961 was down 1.2% over a like period this 
year. 

Mobil, whose 1961 ad outlay of $7-million was 
spent mainly on its new Megatane campaign in the 
last quarter, plans no major budget revision for 
1962. Humble, Sinclair, and Atlantic are among 
others whose ad budget will not be significantly re- 
vised upwards or downwards. Mobil’s money will 
go about 80% in television, the rest mainly in news- 
papers. 

Another major that spends about $7-million a 
year plans a 20% increase in its budget—‘split 
evenly between television and newspapers.” Much 
of the budget will go to promote a new product. 

Cities Service Oil Co. returns to network TV with 
three one-hour color spectaculars scheduled on 
NBC between now and Easter. The cost was “over 
and above” its regular advertising budget, and ad 
manager Ray Keck says “we’ll be looking for other 
television programs along the same lines.” 


Where the Emphasis Will Be 


There’ll be continuing, maybe increased efforts to 
publicize research. “The industry seems to be going 
on a technical kick,” says one major company ad- 
vertising man. 

e Shell says its basic campaign will be unchang- 
ed and will continue in “‘a serious vein.” 


e Mobil will continue its Megatane campaign 
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Advertising 
Scramble 
Forecast 
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in 1962 


and reports dealer enthusiasm. The annual Mobil- 
gas economy run will be treated as a “support” 
campaign. 

e Sinclair’s advertising will be “the same in 
method, with the emphasis on television.” 

e Humble plans to continue to plug its “energy” 
campaign. 

e Atlantic will keep the emphasis on its Imperial 
premium-grade gasoline. J. H. Picou, director of ad- 
vertising and sales promotion, says: “Everybody 
makes more money on premium. Brand preference 
is at the premium level. At the regular-grade level 
it’s brand qualification, and it’s harder to convince 
the consumer that there’s a difference between 
brands.” 


Significant Ones to Watch 


Marketers are keeping a close watch on the Mobil 
Megatane campaign, conducted by the Ted Bates & 
Co. advertising agency. Bates launched the program 
late in the year and it’s had few readings yet. But 
one major company ad manager calls it “signifi- 
cant.” 

Eyes are also on Shell, mainly to see whether it 
will switch heavily into television. 

But the real “dark horse” is Texaco. Oil’s biggest 
spender in television, Texaco began feeling the 
pinch of rising costs earlier this year when it split 
with the Reynolds Tobacco Co. the sponsor costs 
for its “Huntley-Brinkley Report” on NBC. It had 
carried the cost alone for more than a year. Tex- 
aco’s new agency, Benton & Bowles, has yet to 
show its hand. 

Most oil-company ad men see a hard year ahead. 
“I think quite a dogfight is shaping up,” says At- 
lantic’s Picou. “Shell and Mobil have kicked it off. 
Others will feel honor-bound to do something.” 

Another top oil company ad manager says: 
“This has been toughest year I can remember, but 
next year will be tougher. We are beginning to sell 
gasoline like Procter and Gamble sells soap. Well, 
if it works, that’s fine with me.” 


Next page: The Washington Outlook 





IL’S FIRST YEAR on the New Frontier has 
O proved less arduous than some predicted this 
time last year. A common hope among Washington 
industry representatives is that oil will fare as well 
in 1962. 

On balance, the prospects now appear better for 
producers and refiners than for marketers—chiefly 
because of the vital marketing issues now before the 
federal courts and the Federal Trade Commission, 
and the unpredictability of both. 

But for the industry generally, the anti-business 
tag hung on the administration is beginning to seem 
more imagined than real, and the 87th Congress, in 
its first session, has shown that it intends to work 
with the administration, but not under it. The ses- 
sion held some minor victories, and no big setback. 
But there will be some pitfalls when Congress re- 
turns next month. 

Oil Loses Some Friends—Long-range, the most 
significant development this year in Congress may 
prove to be the end of the so-called “Texas leader- 
ship.” 

The absence of Vice President Lyndon B. John- 
son from the Senate, and of the late Sam Rayburn 
and Rep. Frank Ikard from their posts in the House 
of Representatives means that influential friends of 
oil will no longer wield decisive power in Congress. 
Oil faces a tougher task of getting its views across 
on all issues. 

The new pecking order in the House is likely to 
find majority leader John W. McCormack (D- 
Mass.) on top as speaker. The chief battle will prob- 
ably center on a replacement for McCormack as 
majority leader, for the man who gets that post is 
likely to succeed the aging McCormack. 

Rep. Richard Bolling ‘(D-Mo.), a moderate liberal 
who would work well with the administration, now 
is favored. But regardless of the outcome, oil will 
soon feel the absence of friends on top in Congress. 

Depletion—The expected congressional fight 
over depletion is unlikely before 1963. It has been 
evident for some time that the biggest threat to the 
present 27% % rate lay in an administration drive 
for over-all tax reform, rather than in an isolated 
attack from depletion’s hard-core foes. 

When Congress gets back, tax-writing House 
ways and means committee will be immediately 
swamped with administration programs that have 
priority over tax reform: trade policy, medical care 
for the aged, and a limited program of faster de- 
preciation for industry. 


More important than the burden of work facing 
the ways and means committee, however, is the 
growing belief that tax reform won’t ever get ahead 
on its own steam, but will have to be put off until 
tax revenues are great enough to couple it with a 
general tax cut. 

Fuels Study-——In the Senate Interior committee, a 
fuels study is getting under way in a manner that 
is Causing no great alarm among oil spokesmen, 


WHAT’S AHEAD IN 1962 





In Washington 





Oil’s horizon looks clearer than 
usual, but the industry will miss 
some old friends when the Congress 
reconvenes next month. Another 
factor: Key agencies are changing 
their ground rules 


The long-range study is being undertaken with 
the help of coal, oil and gas-industry experts, and 
its results, not expected for a year or two, are more 
likely to be scholarly than controversial. The coal 
industry’s efforts toward end-use controls on fuels 
have been blunted in compromise. 

Federal Power Commission—At the Federal 
Power Commission, new life has been pumped into 
the concept of fixing producer prices by geographi- 
cal area. This has been done by the new leadership, 
including chairman Joseph C. Swidler, and produc- 
ers are actively cooperating—but with some mis- 
givings about the possible outcome. 

Swidler and the new FPC members impressed 
the gas industry with their determination to end 
delay and confusion over regulatory policy. 


The FPC chairman cheered the producers by 
quickly recognizing that gas production isn’t like 
a traditional regulated business, and that wellhead 
prices are directly related to the problem of ade- 
quate reserves. 

Yet there are reservations in the gas industry 
about the course Swidler is taking. His brand of 
regulation is expected to be tough, and price in- 
creases for producers won’t come easy. Present 
price levels in southern Louisiana, in fact, may be 
permanently rolled back. 

Justice Dept.—In antitrust, President Kennedy 
has himself set the tone. Asked recently how “anti- 
business” charges against his administration could 
be stopped, Kennedy said, “If to stop them saying 
we are antibusiness, we are supposed to cease en- 
forcing the antitrust law, I suppose the cause is 
lost.” 

The President thus endorsed the direction being 
taken by antitrust chief Lee Loevinger and FTC 
chief Paul Rand Dixon. Thus far, a change of em- 
phasis has been more in evidence than any rash of 
new cases involving oil companies. 
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DEPLETION 
Serious attack still a year away 


NATIONAL FUELS POLICY 


Study in progress; no report expected 
this year. Coal’s efforts seem blunted 


GAS REGULATION 


FPC chairman Swidler pushing area-price 
concept, driving to cut red tape 


ANTITRUST ACTION 


Emphasis moving from antimerger to 
antimonopoly activity. More big-company 
mergers may be permitted 


FTC REGULATION 


Brisk activity ahead under chairman 
Dixon 


ROOSEVELT SUBCOMMITTEE 


House small business subcommittee will 
start hearings shortly. Prime objective is 
to help dealers own their stations 





Here’s the Outlook in Brief for Oil Issues 


DUAL-DISTRIBUTION BILLS 
Hearings ahead on Long bills to amend 
Robinson-Patman act by restraining and 
regulating dual distribution 
FUNCTIONAL-DISCOUNT BILLS 
Hardy perennials not likely to get full 
House Judiciary Committee approval 
BELOW-COST SALES BILL 
Patman bill has weak backing, dim future 


FAIR-TRADE BILLS 


New hearings ahead after a year off. A bit 
less opposition, but passage unlikely 


S-11 AND HR-11 


Standbys may get another airing, but 
prospects aren’t bright 


TAX REFORM BILLS 


President’s recommendations would 
tighten up expense-account restrictions, 
close co-op taxation loopholes, revise capi- 
tal-gains tax rules. Some proposals likely 
to win approval 





Under Republican control, the Justice Dept. 
concentrated its antitrust guns on mergers; the 
specialty of former antitrust chief Robert Bicks. 
Now, the accent seems to be changing. The cur- 
rent head trustbuster, Lee Loevinger, says he will 
lead a more “classic” approach to antitrust en- 
forcement. It’s not clear just what he means by 
this; perhaps even he has not yet decided. But a 
good guess is that trustbusters will put more stress 
on old-fashioned antimonopoly suits under the 
Sherman act. 

So far, Loevinger has expressed deep interest 
in extreme concentrations of economic power; in 
industries where there is little competition because 
of single-company domination; in other growing 
industries where concentration might yet develop. 
Oil does not fall into any of these categories. There 
are huge oil companies, of course, but there are 
enough of them to foster meaningful competition. 

But Justice Dept. trustbusters will still be paying 
attention to oil. It is generally acknowledged now 
that there is a staff within the antitrust division 
which devotes all of its time to surveillance of oil— 
something which Bicks claimed he did not have. 
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And three antimerger complaints have been filed 
since the first of the year (against Continental Oil’s 
acquisition of a new Mexico Refinery; Honolulu 
Oil’s proposed sale of its properties to Tidewater 
and Pan American; and a string of acquisitions by 
Suburban Gas of Pomona, Calif.). 

Probably the best example to date, though, of 
the Justice Dept.’s attitude toward oil was the con- 
sent settlement which allowed Standard of Cali- 
fornia to merge with Kentucky Standard. This set- 
tlement is interpreted by some as a precedent that 
would favor other big-company mergers in the 
future. 

Federal Trade Commission—Don’t expect any 
let-up in the FTC activities. A U. S. court of ap- 
peals ruled against the commission in an important 
price-discrimination case (its complaint about Sun’s 
price cuts to one dealer in Jacksonville, Fla.) but 
this decision probably will be appealed to the Su- 
preme Court. 

And even if the commission loses this one, it will 
remain active. Chairman Paul Rand Dixon has 
pumped new enthusiasm into the agency which has 
a long-time reputation for stuffiness, 








General 


Chicago Meetings 


NOJC asks for investigation; 
SIGMA opts for divorcement 


TWO OIJL-INDUSTRY trade associations are 
closer than ever to favoring government interven- 
tion in the industry, following a week of meetings 
in Chicago last month. 

When members of Society of Independent Gaso- 
line Marketers of America (SIGMA) and National 
Oil Jobbers Council (NOJC) ended their sessions, 
SIGMA was on record as favoring industry di- 
vorcement and NOJC was asking wie government 
to look at industry finances. 


What NOJC Did 


Disagreement came over the question of whether 
the industry would—or could—straighten itself 
out. Some agreed with general counsel Otis Ellis, 
who said: “ . . . you’re kidding yourself if you 
think talk about ‘industry statesmanship’ will right 
current conditions . . . we are beyond that point.” 

At its final session, NOJC passed a resolution 
asking that Congress or any other suitable govern- 
mental body investigate the industry to determine 
whether major companies make a profit from mar- 
keting, or whether marketing losses are offset by 
profits from producing, bolstered by the 2742 % 
depletion allowance. 

New officers of NOJC are: president, George W. 
Calkins, 46, Phillips jobber from Denver; vice 
president, J. H. Williams, (Pure), Tampa, Fla.; and 
secretary-treasurer, Francis Schuster, (DX), Indian- 


apolis. 


‘What SIGMA Did 


In an atmosphere of controversy, SIGMA voted 
to go on record as favoring divorcement within the 
industry at the crude-oil level. No steps were taken 
toward implementation. 

SIGMA’s new officers are: president, Calvin 
Houghland, Direct Oil Co., Nashville; vice presi- 
dents, Harold Johnson, Clark Oil Co., Milwaukee, 
and Ron Peterson, J. D. Streett Co., St. Louis. 


What API Did 


American Petroleum Institute’s meeting was less 
controversial, more diverse. 

Vernon A. Bellman, API vice president for mar- 
keting and Mobil Oil marketing VP, spoke for 
many when he said the climate within the market- 
ing segment of the industry is the worst since the 
thirties, and suppliers are at least partially respon- 
sible. But trying to solve the problems with a com- 
puter won’t work, he said, because if lasting solu- 
tions are to be found, companies must respect the 
positions of others in the industry. 

L. F. McCollum, president of Continental Oil, 
was elected chariman of API, succeeding M. J, 
Rathbone, President of Jersey Standard. 


ie In case you missed it... 


Average octane rating of regular-grade gasoline 
sold in October was 92.9. Premium-grade averaged 
99.3. Both increased 0.1 from September, according 
to Ethyl Corp. figures. 


>A federal judge has upheld American Oil Co.’s 
exclusive right to the “American Oil” brand name 
in an area where a local jobber said he registered 
the name in 1955. American Oil said Logan, Utah, 
jobber G. G. Nielsen did not do business under 
the name until 1960, after American Oil adopted 
it for nationwide use. 


> Atlantic Refining Co. has abandoned fair trade in 
Pennsylvania—the last supplier to do so. Atlantic 
now divides the state in six price areas, suggests 
retail prices for each, and establishes dealer costs 
23% below suggested retail level. 


Rep. Frank Ikard (D-Tex.) has resigned from 
Congress (effective Dec. 15) to become Washington 
representative for American Petroleum Institute 
(NPN—Sept. p99). 


Shamrock Oil & Gas Corp. now honors credit 
cards of all oil companies on an area-wide basis. 
The move follows test program in Colorado, Wyo- 
ming, Nebraska, and Kansas. 


Service stations account for 6.4% of the nation’s 
total sales of soft drinks, says Pepsi Cola Co. 


Dealers Surveyed 


A RIFT will continue to grow between service- 
station operators and oil companies unless better 
relations can be established between the dealers and 
company salesmen. That’s a conclusion made by 
a University of Tulsa marketing department survey 
of 58 dealers and 22 salesmen in the Tulsa area. 
Dr. Lloyd R. Saltzman headed the survey. 

High dealer turnover is one of the results of 
the rift, the survey concluded. 

Some 80% of dealers interviewed thought sales- 
men were doing an unsatisfactory job and were un- 
friendly. Almost 60% thought salesmen were com- 
pany oriented, did not have enough authority to 
make decisions, were not well-informed, and used 
high-pressure selling tactics. 


Talks with salesmen and company officials dis- 
closed that companies were not getting the results 
they hoped for from their sales-training programs. 
Though the programs were designed to improve 
sales volume and dealer relations, only a third of 
the companies reported results in these categories. 
Most companies said they expected their salesmen 
to work closely with dealers and help them solve 
problems. Most dealers said the salesmen didn’t. 
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“Will you please check 
my wheel alignment?” 


























THERE’S NO BUSINESS LIKE THE OIL BUSINESS... 


and when it comes to customer requests for special service, you 
can expect to be surprised. But you get only pleasant surprises 
when you are supplied by Ashland Oil. As the nation’s largest 
independent supplier of petroleum products, Ashland Oil & Re- 
fining Company has a special understanding and respect for your 
independence. Here are just a few of the benefits you get from a 
working agreement with us: 


e You are your own boss « You choose the marketing program that best 
suits you e You get effective merchandising and selling tools « You get 
products of highest quality . . . developed and test-approved by Ashland’s 
outstanding technical and engineering staff. 


For complete information on how Ashland’s sales program for independent 
marketers can benefit you . . . write, wire or phone us today! 


ASHLAND. OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry St./BALTIMORE, MD., 5820 York Rd./BUFFALO, N. Y., 800 Ellicott Sq./CHICAGO, ILL., 6 N. Michigan 
Ave./CINCINNATI, 0., 811 Fedéral Reserve Bank Bidg./CLARKSVILLE, IND., 214 Genter St./CLEVELAND, 0., Standard Bidg./ 
DETROIT, MICH., Dearborn P. 0. Box 6025/EVANSVILLE, IND., 2500 Broadway/FINDLAY, 0., P. 0. Box 210/FREEDOM, PA./ 
LOVISVILLE, KY., 1202 S. Third St./NASHVILLE, TENN., 5 Main St./PADUCAH, KY./PITTSBURGH, PA., 711 Shields Bidg. 


Yke independent Supplier #t Independents 
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~The world of Dunlop.. 
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at your service 


You would have to travel completely 
around the earth to see the whole world 
of Dunlop. You would watch more than 
100,000 people at work. You would visit 
more than 120 factories in 28 countries, 
inspect 20 research laboratories, drive 
through 90,000 acres of actively-produc- 
ing rubber plantations. 


Dunlop sells to the world, too. Dunlop 
furnishes original equipment tires for 157 
makes of car, truck, and tractor. Dunlop 
is supplier to tens of thousands of inde- 
pendent tire dealers throughout the 
world. 


This entire world of Dunlop is at your 
service. From the first day of your associ- 
ation with Dunlop, you will be working 
with the company whose people invented 
the pneumatic tire in 1888, later devel- 


oped the first low pressure tire, the first 
foam rubber, the first drop center rim, 
the first company-owned and operated 
rubber plantations. 


The Dunlop organization that supplies 
you will be the same Dunlop that sup- 
plied the tires for the cars that have held 
every world’s land speed record since 1929 
... the same Dunlop that made tires for 
the winners of every 1959 and 1960 Inter- 
national World’s Championship Grand 
Prix race. 


Pioneer, inventor, researcher ... con- 
stantly seeking better ways to make 
safer tires, stronger ways to help its deal- 
ers sell these tires. 


There is a profitable place for you ... in 
the world of Dunlop. 


DUNLOP 


TIRE AND RUBBER CORPORATION - Buffalo 5, New York 
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Model home at Brandy- 
wood is one example of 
oils gains in new-home 
market. Jet-Heet equip- 
ment (top) supplies warm 
air through flexible ducts 
to individually controlled 
registers in each room 
(right) 


Oil Heat Gains in 


More builders are taking a second look at oil heat—now that oil 
offers them attractive savings on equipment and fuel costs 


UILDER INTEREST in oil heat for new homes is 
B probably at its highest since natural gas began 
taking over the new-home heating market. 

Latest and most graphic illustration of this re- 
newed interest is at Brandywine Hundred, Del., 
northwest of Wilmington, where 800 to 1,000 new 
homes will have oil-heat installations. Located in a 
predominantly gas-heat market, the development 
(Brandywood) is one of the few where a builder 
went from gas to oil without any subsidy to bring 
down the cost of oil equipment. 


Oil-Heat Gains in New Homes 

Brandywood is only one example of renewed 
builder interest in oil heat. Others during the year 
were: 

@ 15 oil-heated homes in Perkasie, Pa. (NPN— 
June p103), with 50 more homes planned. 

@ 280 oil-heated homes in Washington as part 
of OHI of. Washington’s “Added Value Homes” 
campaign (NPN—July p104). 

@ 50 oil-heated homes in Poughkeepsie, N. Y., 
without conventional home-storage tanks (see page 
102). 

@ 500 oil-heated homes planned for Newburgh, 
N. Y., also without home-storage tanks. 

If a turning point could be picked for renewed 


builder interest in oil heat, it might well be Meenan 
Oil Co.’s success in converting 374 Levittown, 
N. J., homes from gas to oil (NPN—Dec. ’60 p92). 

Now oil-heat men must make sure the trend con- 
tinues in the right direction. Oil-heat equipment 
manufacturers, heating-oil jobbers, and major-com- 
pany men will attend the annual convention of Na- 
tional Assn. of Home Builders in Chicago Dec. 4-7. 
There builders will hear from Magness Construction 
Co., Humble’s Esso region, and Jet-Heet Inc., par- 
ticipants in the Brandywood development. 


Winning the Battle at Brandywine 


Magness Construction Co., Wilmington, Del., has 
been building homes since 1948. The first 40% of 
its homes were oil heated; the latter 60% (since 
1955) were gas heated. “We went to gas because 
equipment and installation costs were lower,” says 
E. B. Knatz, secretary-treasurer of the firm. “But 
homeowners had one big complaint about gas: high 
fuel bills. 

“We're back to oil because of the savings we get 
by using Jet-Heet equipment,” says Knatz. Ordi- 
narily, on a straight oil-heat equipment vs. gas-heat 
equipment basis, Jet-Heet would be $300 higher. 
But the company also offers the hot-water units, air- 
conditioning systems, and insulated prefab ducts 
(making a subcontractor for ducts unnecessary). 
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Thus, as the amount of Jet-Heet equipment rises, 
the cost differential between gas and oil disappears. 


In the Brandywine Hundred area, gas-heat costs 
$350 a year, says Esso. For the same money, home- 
owners in the Brandywood development will get oil 
heat, hot water, and electric air conditioning. 


How Esso Got Involved 


Brandywood marks the first time Esso has gone 
cut of the family to sell oil-heat equipment. Nor- 
mally it offers equipment from another Standard of 
New Jersey subsidiary, Gilbert & Barker. With Jet- 
Heet equipment, Esso can offer the builder a com- 
plete package for year ‘round living from one 
source. 

Brandywood is also the first time Esso has 
landed an important builder. “We never struck the 
right combination before,” says one Esso man. 
“With conventional equipment, we had nothing to 


New-Home Market 


offer a builder except oil-heat cost vs. gas-heat cost. 
Now, for more money, we can offer the builder 
more.” 

Esso plans to keep offering Jet-Heet equipment 
in the Wilmington, Del., area. Its Baltimore area 
office is about to become Jet-Heet distributor in 
Delaware, Maryland, and District of Columbia. A 
possibility: Esso or other Humble regions may be- 
come Jet-Heet distributors in areas where the 
equipment company isn’t represented. 

Other majors are interested in following Esso into 
the new-home builders’ market. But Jet-Heet won’t 
say whether it’s talking to any of them, just “no 
comment.” But one thing to remember: two Jet- 
Heet distributors—an oil jobber and a terminal op- 
erator—are now subsidiaries of Atlantic Refining 
and Ohio Oil Co., respectively. 


Where Jet-Heet Comes In 


The Brandywood development is the first time 
Jet-Heet has cracked the new-home builder market 
on such a large scale. The key that opened the door 
for Jet-Heet is its package deal consisting of: 

e A high-velocity warm-air distribution system 
of prefab and insulated ducts. 

e@ An oil-fired furnace with a pressurized flue 
(NPN—Jan. ’60 p80) with room-by-room tempera- 
ture control at the registers. 

e A hot-water supply system (30-gal. tank with 
recovery at 50 gph) that makes it unnecessary to 
install or service a separate oil-fired hot-water unit 
(NPN—Apr. p128). 
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Fuel Oil 


e A Jet-Cool electric air conditioner. 

e A heat duct under the bath tub to take the 
chill out of the fixture. 

With Jet-Heet providing equipment for Esso to 
sell, and with the builder planning to do all the 
installation work, Esso will handle the warranty- 
service period. It will also make a bid to sign home- 
owners to an oil-supply contract and a burner-serv- 
ice policy when the warranty expires. Esso has a 
full-time man at Brandywood to explain the Jet- 
Heet system and get the supply and service-policy 
business. 

When Brandywood opened late in October, first- 
day crowds were about 1,200. The next day (a 
Sunday), 3,000 visited the oil-heated homes. Dur- 
ing the first week, Magness sold 10 homes, and 
since that time there’s been no letdown in buying 
interest. Even home buyers in an adjacent gas- 
heated Magness project who are waiting for their 
homes to be built are asking about Jet-Heet’s oil- 
heat package. 


Where Does Oil Go From Here? 


On the eve of 1962, oil heat’s outlook in the im- 
portant new-home builders’ market, as seen through 
the eyes of one oil-heat equipment manufacturer, 
looks like this: 

@ 275 homes in a New York development that 
an oil jobber is working on. 

@ 400-500 oil-heated homes in a Midwest mar- 
ket where oil men have trouble recalling where the 
last oil-heated development was built. 

e@ Up to 2,000 new homes in a New England 
state, involving a number of small housing projects. 

e A 4,000-home development in the East that 
may go to oil with a new approach to central dis- 
tribution. 

Research by several oil companies is also in the 
works to keep oil in the new-home builders’ mar- 
ket. Gulf Research & Development Co. has come 
up with a new oil burner for use in clothes dryers, 
hot-water units, incinerators, air conditioners, home- 
heating units, even to convert gas units to oil. “A 
new era of versatility for distillate is opening up,” 
says Gulf. 

Gulf’s burner has an air-aspirating nozzle that 
pumps air through it at low pressure. The nozzle 
makes it easier to adjust the burner to the right fuel- 
air ratio and makes it easier to keep that ratio in 
operation. Lab men have worked it out so that one 
air pump serves all the oil-burning appliances, sav- 
ing equipment costs. 

Thirty-eight equipment makers have received 
royalty-free and nonexclusive licenses from Gulf to 
make the equipment. One, a portable space unit 
from Master Vibrator Co., Dayton, Ohio, has 
reached the market. Among its uses, Gulf says, are 
for construction jobs, grain drying, pre-heating of 
tractors and other motor equipment, thawing frozen 
pipes, and heating haybarns, greenhouses, and poul- 
try coops. 3a 





Fuel Oil 


How to 

Heat Homes 
with Oil 
Without Making 
Deliveries 


INCLAIR REFINING CO. is embarked on a project 
that lets it sell fuel oil to some 50 homes without 
even sending a delivery truck near the houses. 


None of the houses in the development at Pough- 
keepsie, N: Y., have storage tanks in them. All are 
supplied with fuel oil by an underground piping 
system fed by two 10,000-gal. storage tanks. 

The system is like a water—or gas—distribution 
network. A meter at each house tells how much oil 
is used. Once a month, Sinclair reads the meters 
and sends out bills. 

While.the idea opens up many possibilities, some 
heating-oil men who have looked into it have reser- 
vations. Principally, they think the cost is too high 
to return sufficient profit, and they don’t like the 
fact that the system ties the homeowner to a single 
supplier on a permanent basis. 


What Tankless Homes Mean 


Here are some of the benefits of the system as 
seen by Sinclair and some observers: 

Better Customer Relations—Many common cus- 
tomer-relations sore spots disappear as the home 
storage tanks disappear. Homeowners who are tied 
into a central storage and distribution system cannot 
have leaky tanks, overfilled tanks, oil spills on lawn 
and shrubs, or empty tanks. 

Backers of the pipeline idea say homeowners 
won’t have heavy truck traffic in their neighborhood 
when the weather gets cold, as they would if each 
house had a tank to be filled. A supplier’s tank trail- 
er will make large but infrequent drops into central 
storage. When snow comes, there will be no worries 
about oil trucks being able to get through to in- 
dividual fill pipes. 

Industry Stabilizer—A trade-association official 
says the pipeline system tends to solve the peddler 
problem. “Peddlers always nibble at the fringes of a 
large development that some responsible jobber or 
supplier has built up,” he says. 

“The meter-delivery system tends to give the in- 
dustry a bit of stabilization. It’s a central service, 


much like a utility offers. It gives a big-time pro- 
fessional appearance to the entire oil operation.” 


Controlled Gallonage—lIt’s a quick way of get- 
ting a lot of gallonage with a minimum of effort, 
without ringing doorbells, paying salesmen, or giv- 
ing gifts. It’s the type of gallonage that can be count- 
ed on for a decade or more. It also leads to chances 
of a lot of burner-service contracts after the one- 
year warranty on the heating equipment expires. 


At first glance, pipeline distribution seems to con- 
tradict one oil-heat sales point—that a homeowner 
has a choice of supplier. That choice is still open to 
a homeowner if he wants to put in his own tank and 
deal with another supplier. 

Cheaper Deliveries—Sinclair figures that to de- 
liver a total of 72,000 gal. to 50 homes in a year 
would mean more than 400 single drops into 275- 
gal. tanks. By using a 5,000-gal. trailer, Sinclair 
can bring in the same amount in about 15 trips. 

Says Charles R. Romer, Sinclair’s heating-oil 
sales manager: “Individual drops would run about 
$1,500 to $2,000 a year in delivery costs. We think 
we can save $1,000-$1,200.” 

Freezes Out Gas—One of the biggest advan- 
tages of metered pipeline distribution is that once 
a builder signs up to have the oil line installed, it 
very effectively excludes gas. No gas lines are in- 
stalled in the development, and things that gas 
might do (cooking, clothes drying) are done by 
electricity. Thus gas can never make a very effective 
play to convert homeowners to gas heat. One ex- 
ception could be LP-gas, but its use for home 
heating and other services would be at a premium 
price in most oil-heat markets. 


How It Works 


Tri-State says development of an accurate low- 
flow meter makes its system possible. The meter 
used is a Ren, costs $150. It comes from Power 
Plus Corp. of Los Angeles and was developed 
three years ago. It has been used in oil-field in- 
stallations to regulate the flow of makeup oil into 
crankcases of unattended field-pumping units. 


In the Poughkeepsie project, Tri-State’s distri- 
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bution lines are 142-in. diameter. Steel pipe is used 
and all joints are welded. Plastic-coated steel lines 
of ¥2-in. diameter run from distribution mains to 
the cut-off valve at the curb, and 14-in. copper 
tubing runs from here into the house and meter. 
Everything is well below the frost line. 


Who’s Behind the Pipeline? 


Metered distribution is the pet of Tri-State Pipe 
Lines Corp., headed by O. M. Waters, a lawyer. 
The Poughkeepsie project is the company’s first. 
It also is working on a 500-home project in New- 


burgh, N.Y., and is out for more business. Waters 
says Tri-State will talk to, display and explain its 
system to home builders at county, state, and na- 
tional conventions. 

What Tri-State offers to builders is a package 
deal to install the complete distribution system 
(tanks, all piping, and meter) at no cost to the 
builder, even paying the builder to lay the line next 
to the water supply line through the development 
and into the house. Tri-State secures all neces- 
sary easements and governmental approval. 

In effect, Tri-State is the middleman. It deals 
with the builder on one hand, then turns to a major 
company or jobber and says, “Here’s so much 
gallonage, let’s negotiate.” 

Tri-State offers two basic kinds of deals. 

The first is a leasehold operation. With this 
arrangement, Tri-State installs the complete distri- 
bution system, including pumps if necessary (the 
Poughkeepsie system is gravity-fed), and retains 
title to it. It then works out an arrangement to lease 
it to a supplier. Tri-State maintains the system for 
a year, then turns over maintenance to the supplier. 

The lease is based on a price per gallon. This 
is subject to a minimum guarantee per house, 
based on 75% of the projected oil consumption 
per home. 

The alternative is a royalty system, based on 
throughput. Tri-State gets a commitment—in effect 
a franchise—from the builder to have a pipeline 
delivery system in the development. Tri-State then 
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comes to an agreement with an oil supplier, either 
to install the system at the supplier’s expense, or 
to have the supplier install the system under Tri- 
State’s supervision. The supplier then pays Tri-State 
a royalty per gallon, on a throughput basis for the 
life of the system. 

Waters says Tri-State will “protect” suppliers 
who bring in interested builders. 


How Sinclair Fits In 


Though other majors and many local jobbers 
were interested in the idea, Tri-State and Sinclair 
negotiated what they think is the best deal for each. 

Romer declines to say what Sinclair offered for 
the 50-home market, other than that it amounts to 
a throughput deal for 50 homes for 10 years. Job- 
bers and other suppliers are more talkative, how- 
ever, and from their comments, one can guess the 
range in which Sinclair’s payments fall. 

Say several jobbers: “Tri-State wanted most of 
our margin.” The Poughkeepsie margin is now 
4.7¢ gal. Jobbers indicate Tri-State wanted about 
3¢ of that. 

Says a major-company official: “Tri-State wanted 
a lot. They figure each home would use 2,000 gal. 
a year. They wanted a straight $60 per home per 
year for 30 years.” That’s 3¢ gal. on 2,000 gal. 
but 4¢-gal. on 75% of the projected consumption 
of each home. He continues, “We offered them 
$30 a year per home for 15 years.” That’s 1.5¢- 
gal. on 2,000 gal. and 2¢-gal. on the 75% basis. 

Romer does say Sinclair is not paying 3¢-gal. 
and no minimum charge per house is included. 
“They wanted one but we couldn’t give it to them.” 

So the range in which Sinclair could be paying 
runs from 1.5¢ gal. to just under 3¢ gal. and it’s 
probably between 2¢ gal. and 2.5¢ gal. 

Though Sinclair’s deal with Tri-State looks like a 
direct-market operation for Sinclair, it’s actually 
semi-direct since Sinclair’s local terminal is run by 
Bill Carwile and Dudley Johnson as Carwile & 
Johnson, commission agents. 

(Continued on next page) 





Fuel Oil 


The agents, Sinclair says, will deliver oil to the 
storage (getting a transportation allowance from 
Sinclair), will read house meters once a month, and 
will prepare bills. Sinclair will do the billing and 
mailing. Billing will be based on the actual market 
price for No. 2 oil. 

Sinclair’s agents will have a crack at the burner- 
service contracts or burner service on a per-call 
basis after the equipment warranty expires. The 
Paragon units installed in the homes are also han- 
died by the commission agents through their own 
heating-equipment company, Duchess Heating. The 
installation was done by a local plumbing-heating 
contractor in a deal with the builder. At present, 
the builder is an officer of Tri-State. 

Whether or not Sinclair’s commission agents will 
have clear sailing on burner service in the develop- 
ment remains to be seen. Other jobbers in the area 
are not prevented from going after this business a 
year from now if they are willing to take it without 
the oil-supply business that they generally tie to 
service contracts. 

Sinclair’s Reactions—Romer says Sinclair is 
looking on meter-oil systems as an experiment. But 
Sinclair is anxious to talk terms with Tri-State on 
the 500-home project in Newburgh. “We'll know 
more about it a year from now,” says Romer. “We 
are learning a lot from each other.” 

Sinclair has made installation recommendations 
it suggests Tri-State follow in this development 
and in the future. 


Sinclair thinks meters should be installed so they 
can be read from outside the house. Meters in the 
first five homes on the line are inside, making it 
necessary for meter readers to enter the house. That 
means bothering the homeowner. Sinclair suggested 
that Tri-State put the meter in a well in front of the 
house or replace a block of the basement wall with 
a pane of glass so the meter can be read from the 
outside. 

Sinclair also suggests installing shut-off valves 
where the distribution system hooks into the stor- 
age tank. “We'd also like to see them put in a 550- 
gal. tank next to the storage, so we can clean out 
the big tanks every once in a while,” says Romer. 

“We are groping our way. A lot of factors need 
to be changed. We’re teaching Tri-State a lot about 
distribution piping,” Romer says. 


What Jobbers Think 


Local jobbers generally have a “show-me” atti- 
tude toward the Poughkeepsie experiment. They’re 
watching it as a device for cracking new-home 
market, but figure it’s more for majors. 

A lot of jobbers showed a strong interest in the 
Tri-States distribution system. They saw it as a 
possible new way for them to crack the important 
new-home market, and they talked with Tri-State 
about it to learn the details. 


Most of them concluded that they could not 


come to agreement on terms that would be attrac- 
tive to them; they would have had to make a long- 
term supply contract, at a set sum per gallon that 
would come out of their margins. “How do we 
know what margins will be like 10 years or more 
from now,” asks one jobber. “You're gambling a 
10-year rental figure on something that’s untried.” 

Basically, jobbers think, it’s a deal that appeals 
more to majors than to them, because of the long- 
term contract. “I can’t see tying myself up for 10 
years with so many uncertainties,” says a jobber. 
“It’s a major-company type of risk. If something 
goes sour, the major company won’t be hurt too 
badly, but it might sink us.” 

“What it amounts to is that the jobber who 
gets the business gets all the retail headaches at a 
wholesale price,” says one jobber. One of the head- 
aches is poor credit risks. There’s no chance to 
check an account’s credit rating. In the meter-oil 
plan, jobbers must accept everybody, then learn 
from experience who the dead beats are. 

Poor-credit risks, if a jobber is willing to con- 
tinue serving them, wind up as COD accounts when 
served on an individual basis. But jobbers can’t 
even do that in the meter-oil plan. Though they 
can close the shut-off valve in front of each house, 
“even gas companies are very reluctant to turn off 
the valve in cold weather,” a jobber says. Jobbers 
could be involved in liability cases if the home 
freezes. 

Jobbers are a bit leery of whether the system 
would put them in public-utility status. “Say you cut 
off an account in cold weather, and he sues. You 
don’t know what might happen,” says a jobber. 

Handling price changes needs clarification. Job- 
bers ask: “Will meters be read each time price 
moves up or down, in addition to the once-a-month 
meter reading for billing? When do you begin to 
charge the higher or lower price, on the effective 
date or on the next delivery of oil into storage?” 

Sinclair says price changes can be a problem and 
is trying to come up with a policy that will cover it. 
It may wind up with an average-price situation for 
a given month, with part of the month related to 
degree-day consumption at the old price, the other 
part of the month related to degree-day consump- 
tion at the new price. It thinks changes should be 
effective on the day they are made, not on the next 
oil delivery to storage. 

Sinclair says it owns the oil in storage until it 
goes through the meter. 

All this creates another problem, jobbers say— 
how will homeowners react to an average-price 
situation? Can it be explained without becoming 
too involved for the average homeowner to under- 
stand? Jobbers know how difficult it is to explain 
the present degree-day method now to a home- 
owner. 

Answers to these questions will come only when 
Sinclair has to face the problems—this winter or 
next. a 
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BY GORMAN-RUPP... (| CHNICYE DHINID 
TO MEET ALL FUEL DELIVERY NEEDS 


40 to 140 GPM, positive action, sure priming, trouble-free performance, no check valve—all 
in the new Gorman-Rupp 02F3 Pump. Here’s the unit specifically designed for quick, efficient 
fuel oil deliveries. Time is money—so save time HE GORMAN-RUPP COMPANY 


—see your Gorman-Rupp Dealer Today! 305 BOWMAN STREET - MANSFIELD, OHIO 
Gorman-Rupp of Canada, Ltd., St. Thomas, Ontario 
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POSITIVE CONTROL OF MATERIALS FLOW 
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THeRe's a 
BeTreR way 
Te Blenp 
LUBE 


OIL! 


Are you looking for maximum 
efficiency in less space? Want to meet 


r 
Memos for Fuel-Oil Men .. . 





>New chapters admitted to Na- 
tional Oil Fuel Institute at its an- 
nual meeting include OHI of Great- 
er Greenville, Greenville, S.C.; 
York County Fuel Oil Dealers, 
Rock Hill, S.C.; Oakland Oil Heat 
Council, Pontiac, Mich.; Better 
Heat With Oil Council, New York 
City; Oil Heat Council of Philadel- 
phia; Chester County Fuel Oil Deal- 
ers Assn., Downington, Pa.; Oil 
Heat Foundation of Greater New 
London, New London, Conn.; 
Northeastern Michigan Oil Heat 
Council, Bay City, Mich.; National 
Oil & Fuel Institute of Wyoming 
Valley, Wilkes Barre, Pa. 


>A gas-utility man said it: “Oil and 
gas vent combustion products di- 
rectly out of the house and do not 
contribute fumes or soot or dirt.” 
This is what oil has been saying all 
along and runs quite contrary to 
what some gas ads contend. The 
gas-utility man speaking is D. F. 
Hansen, manager of utilization, 
Minneapolis Gas Co. 


PSurvey by Air Conditioning Di- 
vision, American-Standard, shows 
that at least one out of every four 
apartments built this year will be 


>To keep track of delivery tickets 
and to make sure that no delivery 
was skipped, many heating-oil job- 
bers are numbering delivery tickets 
consecutively. If a numbered ticket 
is missing, it’s a sign to check to 
see what happened to it. It could 
have been lost, indicating that a 
scheduled delivery was not made. 


> An East Coast heating-oil jobber, 
on the alert for jobbers who want 
to sell out, has several part-time 
(retired) men on its staff to run 
down all possible clues and to dig 
up all possible leads. 


>To get Pacific Northwest home- 
owners interested in a free inspec- 
tion of heating plants in their 
homes, Tidewater Oil Co. tied the 
inspection in with a free weekend 
trip to Palm Springs, Calif. The 
“early birds” who took advantage 
of the inspection offer were eligible 
for the free holiday trip. 


An independent heating-oil sup- 
plier-retailer in Boston is making 
tests to see if the life of existing 
home oil-storage tanks can be 
lengthened and corrosion curbed. 


precise formulation tolerances... stop 
give-away of costly additives? Want a 
simple, fail-safe, remote control system 
that stops production automatically 
rather than produce off-spec blends? 
B-I-F’s electronic and electro-mechanical 
blending systems offer these and many 
other features. 


Free Facts 


For a fiexible system that makes it 
possible to blend as many components 
and additives as necessary... simulta- 
neously . . . with complete uniformity . . . 
request free Facts today. Minimize man- 
power requirements 
and human error... 
get better inventory 
and -cost accounting 
checks...find out 
how B-I-F can im- 
prove and simplify 
your operation. Act 
now! 


BIF) industries § 


555 HARRIS AVENUE, PROVIDENCE 1, RHODE ISLAND 


heated by forced air heating-cool- 
ing system. Trend to garden-type 
apartments and warm-air heat fea- 
tures that make it easily adaptable 
to air conditioning are said to be 
factors in the trend to warm-air 
units for apartments. 


As part of its burner-service plan, 
its men are sanding tank bottoms 
smooth, then coating the bottom 
with an epoxy-type paint, using a 
paint roller. Materials cost about 
$2; labor cost (15-min. worth) is 
part of service contract. 
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This Month's Features for Fuel-Oil Men 


Christmas salutation to all good fuel-oil men 

Catchy slogan helps sell furnaces 

Colorado authorities tighten oil-trucking regulations 
Christmas-gift giving is a problem for businesses 

Special report: How business looks for 1962 

What happened at API-NOJC meetings in Chicago 

Oil makes fresh inroads in the new-home market 

A new pipeline system delivers fuel oil direct to homes 
Memos for fuel-oil men 

Demand for distillate fuels in heating off-season increases 





Minnesota fuel-oil man organizes promotion groups through state ... 
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IMPERMEABLE ¢ UNSINKABLE ¢ ELECTRO-CON- 
DUCTIVE ¢ POSITIVE PERIPHERAL SEAL « ANY 
SIZE TANK « ANY NUMBER OF VERTICAL COL- 


UMNS « The Hamondflote Cover provides a strong, 
rigid, permanently buoyant, extremely lightweight float- 
ing cover for liquids in tank storage. It minimizes evap- 
oration losses, protects product quality and prevents 
corrosion. It pays for itself in months. 

Write for Bulletin 204...it will help you to figure your 
evaporation losses in barrels and gallons...and your 
savings in dollars. 


Biss 





SIMPLE FIELD ASSEMBLY: The Ham- 
ondflote Cover can be installed by 
regular maintenance crews without 
special taols. The light modular poly- 
urethane sandwich sections are ef- 
fortless in handling. They are quickly 
and securely joined. 


TOUGH, FLEXIBLE SEAL: The inter- 
locking seal sections of the Cover are 
loops of Buna-N. The resilient, flexi- 
ble annular ring created by the as- 
sembled sections always provides an 
effective seal. 


STRONG, LIGHTWEIGHT BASIC 
SECTION: The Basic section of the 
Hamondflote Cover is a composite 
structure of polyurethane foam and 
aluminum. It is strong and light. Be- 
cause the cellular composition of the 
foam is ‘‘closed,”’ it will not admit liq- 
uid, thus assuring buoyancy, and ren- 
dering Cover unsinkable at all times. 


Pittsburgh-Des Moines Steel Company Aa 


12 plants to serve you coast to coast 


PITTSBURGH, WARREN, BRISTOL, PA. « BALTIMORE « BIRMINGHAM « DES MOINES 
PROVO, UTAH « CASPER, WYO. « SANTA CLARA, FRESNO, STOCKTON, CALIF. 


Sales Offices: Atlanta 5 * Baltimore 26 « Boston 10 + Bridgeport 5 » Chicago 3 + Dallas 1 » Denver 2 * Des Moines 8 + El Monte + Fresno + Jacksonville + Los Angetes 57 . 
Newark 2 « New York 17 © Pittsburgh 25 « Sacramento « Santa Clara + Seattle 1 + Stockton licensees and sales offices in many foreign countries including Argentina, 
Chile, Australia, Belgium, Brazil, Canada, Colombia, England, France, Haiti, India, Italy, Japan, Mexico, Netherlands, Peru, Puerto Rico, Sweden and W. Germany. 
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Components of new changer are 
simple. Used oil is held in regular 
5-gal. can. Pump is operated by 
standard 12-volt battery 


Developer Neely: “Our new unit gen- 
erally drains as much oil as you 
can get out by conventional meth- 
ods . . . maybe even more.” 


Suction wand couples to transparent plastic hose of changer 


Now: A Promising 


This fast changer is portable, 
battery-operated, inexpensive, 
and eliminates earlier ‘bugs’ 


NEW PORTABLE fast oil changer developed 

by Standard Oil Co. of California is attract- 

ing considerable attention among major oil com- 

panies and automobile manufacturers. The device 

has a number of features that distinguish it from 
all fast changers that have gone before. 


Primary figure in the development of the unit is 
George L. Neely, Standard’s assistant manager of 
product engineering. Neely demonstrated the unit 
to the American Petroleum Institute marketing divi- 
sion in Miami, Fla., last May, and a few days later 
to engineering groups of five automobile manufac- 
turers. 


Response was reported favorable in both quar- 
ters. Some oil marketers ordered several dozen of 
the units without knowing the price, presumably for 
field tests. Automobile manufacturers expressed an 
interest in redesigning dipstick guide tubes to ac- 
commodate the new device. One indicated plans to 
go ahead immediately. 


With such encouragement, Neely accelerated his 
work and reported on it last month at the annual 
API meeting in Chicago. 


How the Fast Changer Works 


The new fast oil changer, called “Qwik,” is of a 
proprietary design developed by Standard. The unit 
will be commercially available from Robbins & 
Myers Co., Springfield, Ohio, which is manufactur- 
ing and distributing it under license from California 
Research Corp., Standard’s research, patent, and 
licensing organization. 

Here’s how Neely describes the new fast oil 
changer and its development. 

The unit is relatively inexpensive* and portable, 
with no electrical power leads or pressure air hose. 

It has a positive means of determining when the 
suction tube is on the bottom of the crankcase. A 
spring wire inside a nylon suction tube makes con- 
tact with the bottom of the oil pan, lighting a lamp 
on the dolly. (Oil is not a conductor, even when 
dirty, Neely says.) 

The spring wire helps direct the nylon tube to 
the bottom of the pan. It also resiliently supports 


* About $110 for the standard unit (two wands), $125 for 
the deluxe unit (four wands, automatic weighing shelf, 
vacuum gage) on a one-time basis; about $96 for standard 
unit in lots of 100, $79 in lots of 500; deluxe unit $10-$12 
higher in bulk lots. Units will be painted in company 
colors if specified. 
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New Mofor-Oil Sales Tool 


the exposed upper end of the suction wand, pre- 
venting kinking and relieving the strain on the dip- 
stick tube. 

Nylon tubes for the unit come in six sizes from 
344 in. to % in. diameter. Four are 31 in. long for 
most cars, two are 36 in. long for cars with air 
conditioners. Each nylon wand has a quick-connect 
coupler. The wands are kept in a compartment on 
the dolly. 


The portable dolly is 3842 in. high, 14x14 in. 
across, and rolls on two 8-in. wheels. 


A lower compartment holds a standard 12-volt 
automotive battery, available at all stations. It needs 
a quick-charge only about every two months under 
average use, Neely says. 

An upper compartment holds a standard 5-gal. 
cylindrical oil can. This eliminates the necessity of 
an expensive leakproof tank for used oil. 

A dipstick is provided at the top of the used oil 
can so that the operator can check against overfill- 
ing. It can also be used to show the motorist how 
much oil was pumped out. 

A microswitch under the shelf turns off the pump 
when the can fills to 4% gal. (about 35 lIbs.). To 
keep the attendant from forgetting to empty the oil 
when he resets the switch, the microswitch is located 
so that he must take the can out of the compart- 
ment. 


The lamp that lights up when the suction tube 
reaches the bottom of the pan is a standard, 1/2- 
volt flashlight type. A resistor reduces the battery 
voltage so that upon contact there is insufficient 
energy to arc and ignite, Neely says. 

The manufacturer, Robbins & Myers, incorpo- 
rates the patented Moyno pump, a rugged self- 
priming design capable of handling sand, metal, and 
other abrasives. The rotor of the Moyno pump is a 
helical screw made of chromium-plated stainless 
steel. It turns inside a synthetic-rubber flexible 
stator. The stator has an extra helix, through which 
the oil feeds as the rotor turns. Hard objects can 
pass through by causing the stator to flex. 

“No other pumps tested survived, either because 
of vacuum loss due to wear or because of clogging 
from solid particles,” Neely says. “Small gear 
pumps became inoperative within 30 days.” 

Robbins & Myers believes the unit will drain at 
least 2,500 cars without requiring field service. 


Why It Was Developed 


Socal’s experience with fast oil change goes back 
at least 40 years. The Collier patent in 1926 
brought out, in Socal’s words, “a replacement for 
the drainplug which consisted of a special plug, a 
collar combination with external metal suction tube 
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that could be run upward outside the engine under 
the hood.” 

“The motivation was different then from what it 
is now,” says Neely. “They were looking for a 
way to drain crankcases without running the car up 
on a hoist because hoists were expensive, not be- 
cause they wanted to save time.” 

For years Socal dealers have been using hand- 
pump quick changers. An estimated 3,000-4,000 
are still in use throughout Socal’s marketing area. 

“Although this is a sound manual unit,” says 
Neely, “it has so many drawbacks the service-sta- 
tion people won’t use it enough.” 

In developing its new device, Standard set up 
these objectives, says Neely: 

e Portability, with no wires or hoses. 

e Inexpensiveness. It had to pay out on the ex- 
tra oil sales it generated. 

e Speed. It shouldn't take any longer to change 
oil than it does to fill a gasoline tank. 

e Reliability. It had to get essentially all the oil 
out of all or practically all cars. 

“Our new unit meets all these requirements,” 
says Neely, “and it generally drains as much oil as 
you can get out by conventional methods from the 
bottom—maybe even more.” 

Here’s Neely’s reasoning: 

With the new Standard unit, the light tells you 
that the suction tube is on the bottom. Many drain- 
plugs are located on the turn of the pan a little 
off the bottom so they won’t get knocked off. 

When a motorist drives up for a quick change, 
it’s more likely the oil is hot and the contaminants 
are dispersed. The engine doesn’t get a chance to 
cool off. 

With suction, there’s about 15 psi of atmospheric 
pressure pushing all the time. With bottom draining, 
the head of oil is all that’s pushing; and when the 
level gets low, there’s almost no head. 


How the Unit Is Used 


Here’s the procedure an attendant uses with So- 
cal’s new unit: 

Before starting, he dipsticks the 5-gal. can to 
make sure there’s enough capacity left to handle the 
drain. 

He attaches a ground clip to the car, then inserts 
the appropriate nylon wand into the dipstick open- 
ing until the light goes on. He throws the switch. 

When the flow of oil stops—visible from the top 
—he turns the switch off. He sticks the crankcase 
with the suction wand and shows the motorist it’s 
empty. Then he fills the crankcase. Total elapsed 
time: 5-6 minutes. 
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ord on one side, API recommendations on 
other. Flameproof-paper tag is punched 
for time of next change 

















New Ideas in 
Dipstick Tags 


They may be key to 
more oil changes 


NEW IDEAS in dipstick tags are 
being tested by oil companies for their 
effectiveness in encouraging motor-oil 
changes. 

Standard Oil Co. of California has 


2 me, a vinyl plastic tag impervious to oil 
=== . a ad and designed to last a year. On one 
i | P| side the months are listed vertically 
err merry with squares for four weeks after 
en ' each month. A hand punch or straight 
pin is used to indicate the week and 
month the next oil change is due. 
This tag also is available with pre- 
scored holes which can be punched 
out with a ball-point pen or pencil 
; point. Raleigh W. Barbour Co., San 
Compco Cantilever lights, as pictured above, are but one more exam- Francisco, is the manufacturer. Both 
: Sie ; ; ; tags have two holes at one end 
ple of the imaginative engineering and high manufacturing standards | through which the dipstick can be in- 
; “ ee : serted on most makes of cars. API’s 
you can expect from Compco service station lighting equipment. We official oil-change recommendation 
bis ae . Ww 
invite you to compare it with others. We think you'll agree that no’ hak peste. 94 ae a gate 


one gives more honest lighting value than Compco. For further infor- — miles) is printed on the reverse 
Chek-Chart Corp., Chicago, has 
made a tag of flameproof paper with 
pre-scored holes for the month and 
week of the next oil change. The 
Cc API-recommended drain interval is 
printed on one side, and a car-service 


record on the other. This style tag can 


CORPORATION be made of plastic or light-weight 


1800 N, Spaulding * Chicago 47, Illinois paper laminated with plastic, the com- 
pany says. 


mation, see your representative or write for details. 
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Du Pont ania NEWS 


Number 111 in a series of bulletins for the Petroleum Industry NOVEMBER + DECEMBER 1961 


WHICH ANTIKNOCK for standard, compact 
ad economy cars; low or high compression; 
stick-shift or automatic ission; 4, 6 or 


8 cylinders — straight or V; research, motor 


Finding a path through today’s antiknock maze 


that, of the new antiknocks, TML is 
generally most useful in manual trans- 
mission cars with fuels having low 


A recent Du Pont study showed one refiner how he could save $19 per 
1,000 barrels of regular gasoline and $64 on premium by changing 


antiknocks. 


Another could save $15 on regular and $20 on premium. 

The Du Pont studies that made these success stories possible may 
help you sort out the variables that control antiknock selection today, 
yielding the octane rating you want at the lowest price possible. 


Wilmington, Del.: The Du Pont Petro- 
leum Laboratory is currently in the 
midst of a continuing program compar- 
ing the antiknock performance of 
TML, TeTRAMIx* lead alkyl mixtures 
and TEL in a variety of fuels. 

These studies have already paid off 
for a number of refiners, by showing 
which of the many available antiknocks 
can do the best job of octane improve- 
ment per dollar spent. 

As refiners are well aware, the per- 
formance of the “new” antiknocks 
varies greatly from fuel to fuel and 
from engine to engine. Road octane 
values can differ greatly from Research 
and Motor octane results. Conse- 
quently, a full testing program must be 
conducted on every fuel before the re- 
finer can safely say, “This antiknock is 
best for my fuels.” 

*Trade Mark 


Du Pont’s continuing research pro- 
vides such assistance. 


PROBLEM: How Volatile? 

The gasoline you sell to the driver of 
a stick-shift, 4-cylinder compact may 
need a different antiknock than that 
used in an automatic transmission V-8. 
The Du Pont study has thrown dra- 
matic light on the significance of the 
differences in volatility of TML, 
“TETRAMIX” and TEL—and the need 
for greater volatility in the fuel distri- 
bution systems of certain groups of 
cars. TML and “TETRAMIX” are more 
volatile than TEL, and have clear-cut 
advantages in attaining desired Road 
Octane values in such automobiles. 


PROBLEM: What Concentration? 
Further results of our studies show 


front end octane quality. ““TETRAMIX” 
provides advantages over TEL in a 
variety of fuels, its advantage increas- 
ing at higher octane and lead levels and 
higher aromatic contents. 


PROBLEM: How Many Dollars? 

Out of all this research comes the 
practical advantage of learning exactly 
which antiknock will work best in your 
fuel on the basis of overall cost. As a 
rule, the study indicates that TEL is 
still the most economical antiknock 
with respect to both Research and Road 
octane number in most fuels, with 
““TETRAMIX” proving best for a signifi- 
cant number of fuels and TML winning 
out in isolated cases. 


More Details Available 

Our Petroleum Laboratory is pre- 
pared to share this study with oil 
refiners and marketers, and to work in- 
dividually with you on choosing the 
most economical antiknock for your 
fuel. For further details, contact your 
Du Pont representative. 





ADVERTISEMENT-—Prepared for the Petroleum Chemicals Division of E. I. du Pont de Nemours & Company (Inc.) 


Computers speed research and results: 
This computer complex at the Du Pont 
Petroleum Laboratory is an integral 
component of many of our basic re- 
search studies, such as the effect of 
various additives on combustion cham- 
ber flame speed. By encoding and re- 
cording directly from the equipment 
under test, a great mass of test data is 
rapidly analyzed. From these data 
stem experience in the way fuel com- 
position variables affect performance 
and economy. 


OVER > 
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R. O. BRAENDLE is Head of the En- 
gineering Division, Du Pont Petroleum 
Laboratory. 

Dick joined Du Pont in 1944. One of 
his early assignments was development 
research on grease thickeners. In 1950, 
he moved to the Company’s Experi- 
mental Station in Wilmington. Two 
years later, he moved again — this time 
to market research analyst in the then 
Technical Section of the Petroleum 
Chemicals Division. In 1955, Dick be- 
came assistant to the Additive Sales 
Manager and, in 1956, was named 
Manager, Additives, of our Mid-Con- 
tinent sales group. A two year stint as 
Technical Manager, Eastern Region 
followed in 1958. He came to the 
Petroleum Lab in early 1960, to head 
the Chemical Division. Later that same 
year he assumed his present responsi- 
bilities. 

A recent indication of the breadth of 
his current research was contained in 
the Philadelphia Section-ACS talk he 
gave last March on “New Lead Anti- 
knock Agents”, a report of a continuing 
research program conducted by his 
group. 

Dick is a graduate of MIT. He and 
his family live in Wilmington. 





New Product Bulletin 


describes DMA-4, DuPont’s multi- 
functional additive. 

Now off the press, this new bulletin 
gives detailed information on the char- 
acteristics and functions of this versa- 
tile gasoline additive. 

Carburetor detergency is perhaps 
the most striking performance value 
you gain with DMA-4. It cleans car- 
buretors and keeps them clean. You'll 
find photos of various test results in 
the bulletin. DMA-4 also offers: 

e Anti-stalling properties. DMA-4 

sets up a protective film that makes 
throttle plates and other internal 


How to make a 
little change — 
or a BIG one— 
in a refinery 


We occasionally like to point with pride 
to accomplishments of our various 
petroleum services, such as the time 
we helped a refiner realize an addi- 
tional dollar on every barrel of a com- 
ponent by suggesting a change in its 
end use. 

A recent by-product in Du Pont 
linear programming is taking us into 
the area of helping refiners to evaluate 
capital equipment changes, in addition 
to the more common studies of proc- 
esses and components. 

For example: not long ago, a refiner 
asked us to weigh the pros and cons of 
his adding an alkylation unit. In an- 


other case, the equipment in question 
was a coker. 

In both cases, we were able to help 
by combining the refining experience 
of our people plus the mathematical 
capacity of the most modern electronic 
computers, to analyze the complete 
refinery and then evaluate the relative 
economic effects of making changes in 
process or equipment. 

Such use of linear studies is a natural 
outgrowth of our basic investigations 
of blending, inventory and other re- 
fining problems. 

Your Du Pont representative will be 
glad to tell you more about the advan- 
tages of Du Pont linear programming. 





TELEPHONE NUMBERS FOR SALES OFFICES 


Area ee 
Code* 0. 
Chicago 3, Illinois— 


8 S. Michigan Ave. 312 RA 6-8630 
Houston 2, Texas— 

702 Bank of Commerce Bldg 713 CA 65-1151 
Les Angeles 17, California— 

612 S. Flower St. 213 MA 4-1354 
New York 20, New York— 

45 Rockefeller Plaza 212 CO 5-2342 
Philadelphia 2, Pennsylvania— 

3 Penn Center Plaza 215 LO 8-3531 
Pittsburgh 22, Pennsylvania— 

One Gateway Center 412 AT 1-2933 
San Francisco 4, California— 

111 Sutter St. 415 EX 2-1934 


cae 
Seattle 3, Washington— 


4003 Aurora Avenue, North 206 ME 2-6977 
Tulsa 19, Oklahoma— 
1811 South Baltimore Ave. 918 LU 3-8581 


Canada 
Toronto 12, Ontario— 
Du Pont of Canada, Limited 
Petroleum Chemicals, 
85 Eglinton Avenue, East 
Other Countries 
Wilmington 98, Delaware— 
Organic Chemicals Department 
Export, 7451 Nemours Building 
Petroleum Chemicals Division 302 PR 4-5009 


*for Long Distance Dialing 


416 HU 1-6461 





surfaces water repellent, thus pre- 
venting stalling due to ice forma- 
tion on cool, damp days. 

Rust prevention. The protective 
film also protects metal surfaces 
(engine parts as well as pipelines 
and storage tanks) from corrosion. 
Phosphorus credit. DMA-4 con- 
tains phosphorus compounds of 
the type helpful in suppressing 
surface ignition and spark plug 
fouling caused by combustion 
chamber deposits. The concentra- 
tion of other phosphorus additives 


can, therefore, be reduced propor- 
tionately to obtain minimum treat- 
ing costs. 
For a copy of this useful new bul- 
letin, contact your Du Pont Petroleum 
Chemicals representative. 


GU PONY 


®t6 us pat orf 


Better Things for Better Living 
.. through Chemistry 


Du Pont Antiknocks and other Petroleum Additives 


4 OVER 
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Here’s How 
One Jobber 
Modernized 
His 
Stations-— 
Without 
Borrowing 


Tryon Oil converted Johnstown, N. Y. outlet from crowded area with 1929 office 
(top) to spacious corner station with modern salesroom adjoining lubritorium 


Tryon Oil Co. was able to pay for improvements out 
of profits with its long-term, three-phase program 


H°’ DOES A JOBBER modernize without obtain- 
ing outside financial assistance? 

According to president Bill Van Voast of Tryon 
Oil Co., an upstate New York jobber, he develops 
a long-term, step-by-step program and pays for it 
out of profits. 

Tryon, an Atlantic jobber operating out of Johns- 
town, began such a program shortly after World 
War II. It was completed last month to coincide 
with the firm’s 40th anniversary. 

Three outmoded stations have been converted to 
moderfi and spacious ones; a new $35,000, 50,000- 
gal. bulk plant has replaced one that was eliminated 
to make way for a highway widening. (A second 
bulk plant is located at the Johnstown head of- 
fice.) 

Tryon owns two other stations, one of which was 
built only four years ago with outside financing. It 
leases two others, including a New York State 
Thruway station. Two marginal stations were elim- 
inated during the modernization period. 

Tryon president Bill Van Voast says the moderni- 
zation had three main objectives: 

e To improve Tryon’s competitive position 
through modern and appealing stations. 
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e@ To improve and enlarge entrances and exits. 

@ To increase TBA sales through modern dis- 
plays and better merchandising. 

In one case, improving entrances and exits and 
enlarging the driveway area meant tearing down 
three adjacent buildings that were purchased over 
a period of several years. 


Modernization Means Growth 

Tryon developed a three-phase program. 

Phase I involved the lubritoriums—filling in the 
old pits, installing hoists and modern overhead lube 
equipment, and widening bay doors. 

Phase II meant modernizing the station yards. 
Transport-size storage tanks were installed, along 
with new pumps and modern lighting. 

Phase III provided the stations with modern 
salesrooms and porcelain exteriors. 

With each phase of the program came steady 
growth for the company and from that evolved fur- 
ther modernization. 

All three stations in the program were built be- 
tween 1926 and 1929. Now they are among the 
most modern in their market. (Continued) 
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(Begins on page 113) 


How It Was Done 


The most ambitious project was the moderniza- 
tion of the company’s key station on Main Street, 
Johnstown. This has always been operated by Try- 
on. 

Van Voast says this enables Tryon to keep its 
finger on the retail pulse and provides the means 
to develop potential dealers for other outlets. 

Tryon hasn’t lost a dealer in more than five years 
—and it hasn’t had a station standing idle in 40. 
When a dealer has left in the past, the company 
has stepped in and operated his station until a re- 
placement was found. 

That’s another reason why Tryon chose to mod- 
ernize rather than expand the number of its retail 
outlets. 

“Sometimes I meet a jober with 70 stations,” 
says Van Voast. “When he asks me how many I 
have, I say seven. But when we compare gallon- 
age, we often get a vastly different picture. We'd 
rather have one station doing 400,000 gals. a year, 
than four doing 100,000 gals. each. The dealer is 
happier and we’re happier.” 

The Main Street station was built in 1929. The 
lubritorium was built after World War II and was 
modernized in 1955, when the pits were filled in 
and two hoists were installed. Three 10-foot bay 
doors replaced four 8-foot ones. 

Adjoining properties were acquired in the en- 
suing years and no other significant changes took 
place until this year. Then, phases II and III were 
carried out simultaneously. 

Elimination of the adjoining buildings converted 
the outlet to a corner station at one of the city’s 
busiest intersections. 

A modern salesroom was built on the side of the 
lubritorium that previously was obscured by the 


Six-year modernization of Gloversville, N. Y., station left 
basic layout intact, but enlarged its salesroom 





Here’s the business picture at Tryon’s repre- 
sentative Gloversville station during the years 
of modernization. 

Year Gallonage Gross Sales 


1954 334,000 $ 90,714 
1955 350,000 94,548 
1956 360,000 100,279 
1957 ’ 103,331 
1958 97,660 
1959 112,345 
1960 124,623 











three buildings that were razed. A storeroom at 
the rear, now easily accessible, was converted into 
a wash bay. This building was given a porcelain 
face lifting. 

Transport-size storage tanks were installed; the 
old pump island was moved to permit easier ap- 
proach from the intersection at which the station 
now was located; and a second island was built 
in the now-spacious yard, leaving room to spare 
for a large tire rack and other outdoor displays. 

Modernization at this station cost Tryon $40,000 
excluding the cost of purchasing the additional 
property. 

Last year, with its difficult approach and lack of 
space, the station pumped nearly 400,000 gal. 
Now tripled in size, it is a source of much op- 
timism for the future. 

While Tryon was gradually acquiring property 
for the final modernization of its Johnstown sta- 
tion, work was proceeding apace at two others, 
located at Gloversville and Amsterdam. 

Like the Johnstown outlet, both continued to op- 
erate on a 24-hour basis while work was in pro- 
gress. 

The first two phases of modernization were com- 
pleted by 1953 at Gloversville, and by 1955 at 
Amsterdam. 

Phase III occurred, in both cases, six years later, 
The tile roofs and the basic layouts were retained. 

But the new salesrooms are three times larger 
than the old and are enclosed on two sides by 
glass. 

Phase II1I—porcelain finish and salesrooms— 
cost Tryon $20,000 for each station. 

“But we're in a better position now to sell as- 
sociated items—and we’re going to have to sell 
them,” says Van Voast. a 
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Yes, it’s true! The biggest A in TBA i Is: 
‘PRESTONE ANTI “FREEZE! 


A stands for ACTION when you stock “Prestone” Anti-Freeze! Many 
major oil companies have proved that “Prestone” brand — sold exclusively 
or along with private brands — can double anti-freeze volume; can bring in 
extra anti-freeze profits; can save dealers’ time that might be spent on switch- 
ing motorists to another brand; can build good will by always giving customers 
the brand they ask for. Your “Prestone” Anti-Freeze representative will be call- 
ing soon to tell you the big news about next year’s BIG A marketing program. 


“Prestone”, “Eveready” and ‘Union Carbide” are registered trade-marks for products of 
UNION CARBIDE CONSUMER PRODUCTS COMPANY © Division of Union Carbide Corporation « 270 Park Avenue, New York 17, N. Y. 
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NOW IT’S ALL EATON! 


A NEW TANDEM SUSPENSION 











WITH THE GENEROUS USE OF 9 err 


for smoothest ride, 
longer life. 


RUBBER! 


This new Eaton suspension takes full advantage of tough, re- 
silient rubber at all points of movement. The result: a smoother 
ride (loaded or empty), long trouble-free service, more pay- 
load and easy, quick servicing when required. 


Springs are long, widely spaced with variable rate. Spring 

ends have rubber cushions and bushings. Rubber inserts 

between spring leaves reduce interleaf friction. Rugged track- 

ing pins are suspended in rubber. All these mean more driver Sutiretiedons Tracking pins 
comfort, more cargo safety, longer equipment life on or off rr assay ranger sad 
the highway. 








Drive and alignment are through two main leaves and tracking Spstags (net 


pin. No lubrication is required. = pivot pin) 
a absorb shock, 








Spring action 
Ask your truck dealer for complete reduces 


details on the new Eaton Tandem 3 : frame lift. 
Suspension, or write us direct. 


AXLE DIVISION 
MANUFACTURING COMPANY 
CLEVELAND 10, OHIO 


---Your partner in progress through research... 
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Merchandising 





Turnpike 
Ambassadors 
Help 


Traveling Public 


Cities Service Pikettes dispense 
diapers, road maps, and good will 


pike is paying off for Cities Service Oil 
Co. in immense—if intangible—benefits, the com- 
pany believes. 

Its “ambassadors” are Pikettes — smart, green- 
uniformed young ladies, looking rather like airline 
stewardesses, who staff tourist-information centers 
at 11 of the 14 service stations along the turnpike’s 
118 miles. 

Ten years’ experience on the “pike” has helped 
convince Cities Service that its Pikettes are prob- 
ably winning more good will for the company than 
any other single customer service. 


6 a UIET DIPLOMACY” on the New Jersey Turn- 


What Pikettes Do 


Their primary task is to dispense travel informa- 
tion. Last year, they handed out 250,000 road 


maps and more than 15 tons of literature provided | 


by more than 300 organizations interested in pro- 
moting automobile travel. 

A Pikette, before offering a map, will go over a 
suggested route with a customer. Armed with the 
latest information on traffic conditions, she might 
suggest alternate routes, or advise on the best 
scenic routes and what to see on the way. 

At one busy center, Cities recently installed a 
Directomat which, at the touch of a button, sup- 
plies on a printed slip the answers to the 120 most- 
asked questions (NPN—Aug., p90). 

But this automated service is intended to sup- 
plement, not supplant, the personalized aid pro- 
vided by the Pikettes, says Jack Wiren, who heads 
Cities turnpike operation. 

“After all, a Directomat can’t speak French,” he 
says. 

He is referring to an incident when a French 
race horse being transported on the turnpike be- 
came so excited that the van driver was forced to 
turn into a rest area. All attempts to calm the horse 
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failed until a French-speaking Pikette arrived and 
soothed the frightened animal. 

Wiren believes it is in such ways that Pikettes 
really prove their worth. When they are not giving 
out travel information, they are performing a vari- 
ety of other tasks calculated to win the motorist’s 
loyalty. 

They warm baby bottles, change diapers, act as 
baby sitters—or dog sitters—for motoring families 
who want to use the adjacent Howard Johnson 
restaurants. 

And at every tourist center they maintain a “res- 
cue kit”—needles, thread, Scotch tape, rubber 
bands, safety pins, adhesive bandages, baby-bottle 
nipples, and other trifles. 


Why It Pays 

Cities Service explains it this way. Every year, 
50-million vehicles—cars, trucks, buses—travel 
the New Jersey Turnpike. They probably carry 
150-million passengers. Two million vehicles—or 
one in every 25—stop at Cities stations. There is 
probably no other single stretch of highway where 
the green-and-white Cities emblem gets so much 
exposure before the motoring public. And there is 
probably no other so rich in opportunities for 
building a corporate image of helpful service and 
friendly interest in the motorist. 

“You can’t measure it in dollars and cents,” 
Wiren says. “But how much do you think it would 
cost for advertising that is equally effective?” 


Expansion Planned 


The Pikettes began as a voluntary service. They 
are now a requirement of the Turnpike Authority, 
which recently spent $10,500 to expand just one 
busy Cities tourist center. Expansion is already 
underway at another, and is planned for five or 
six others in the next year. ® 
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Merchandising 





Never Underestimate the Power of a Child 


“HEY, DAD, let’s go in this station and geta.. .” 
appears to be the reaction oil companies are try- 
ing to, create in children with a new crop of self- 
liquidating premium toys. The idea could be 
characterized as: “If Dad doesn’t buy at your 
service station, get the kids to drag him in.” 


Humble Oil & Refining Co. is offering a toy 
missile and launcher. The launcher carries the 
Humble name and the missile the legend “Enco 
Energy Rocket.” 

Price to dealers in lots of 10 is $2.50 per rocket. 
The suggested retail price is $2.95. The rocket 
replaces last year’s successful oil well promotion. 

Texaco is offering a 27-inch battery-powered 
scale model of its 19,000-ton ocean-going tanker, 
“Texaco North Dakota.” It floats and is equipped 
with concealed wheels for use on land. Retail 
price is $3.98 to any customer buying at least eight 
gallons of gasoline. 


DX Sunray Oil Co. is offering an aqua-car, billed 
as a direct tie-in with its “Cars of Tomorrow” 
advertising. The aqua-car is a sleek convertible at 
home on land or water, and like the Texaco tan- 
ker, is powered by flashlight batteries. In the first 
four days of the promotion, DX says 65,000 aqua- 
cars were sold by dealers in 18 states. 

DX says the objectives of its program are to: 
stimulate driveway traffic, win new customers, boost 


sales and service, get more maintenance dollars, 
and increase dealer net profit. 

As Humble puts it: “One of the most powerful 
selling forces on earth is the youngster pleading 
“please buy it for me . . . PLEASE.” With Christ- 
mas around the corner, a lot of parents seem likely 
to capitulate. 


Humble’s Football Scores 


EXPECTING record-breaking audiences this sea- 
son for the heavy schedule of football programs it 
sponsors on television and radio, Humble Oil & 
Refining Co. turned thousands of its stations into 
“Football Headquarters” for fans. 

Brightly-colored football pennants replaced more 
conventional decorations at these stations, A-signs 
and window displays reminded fans of big games, 
and game and telecast schedules were given away. 
In addition, football-oriented direct mail went to 
thousands of customers and prospects. 

Humble sponsored radio broadcasts of 47 col- 
lege teams from 25 states from Sept. 23 through 
Dec. 2, and co-sponsored coast-to-coast television 
broadcasts of 13 important college games. It also 
sponsored broadcasts of Texas high school playoff 
games on both radio and television. 








Merchandising Memos... . 





>This new sign has begun replac- 
ing existing signs of Standard Oil 
Co. of Ohio throughout that state. 
It’s internally illuminated with fluo- 
rescent lighting to give brilliant 
appearance day and night. It has 
red letters on a white oval, in a 
field of blue. Inspecting the new 
sign are Joseph Harnett, Sohio vice 
president, and Robert Tracy, gen- 
eral manager of division sales. 


® Mobil Oil Co.’s latest merchandis- 
ing idea is giving customers “gift 
certificates,” each redeemable for 
five gal. of gasoline. Certificates 


come in books of five and are 
available to credit-card customers. 
No charge is made against a credit- 
card account until the certificates 
are redeemed. 


Clark Oil & Refining Co. is 
giving away a car a week in a new 
promotion in Minneapolis-St. Paul 
areas. Entry blanks are available 
at service stations and advertising 
is Via newspapers and radio spots. 


>Humble Oil & Refining Co. 
moved its consumer heating-oil 
account from McCann-Erickson, 
New York, to Needham, Louis and 
Brorby, Chicago. Needham will 
discontinue handling Humble gaso- 
line advertising in several Midwest- 
ern states. That gives McCann the 
entire Humble gasoline account 
with the exception of the Milwau- 
kee area. 


“Wrap up for winter” is the 
theme of a six-state outdoor-post- 
er campaign by Ohio Oil Company, 
promoting Marathon Guaranteed 
Anti-freeze Service. All Marathon 
dealers received an explanatory 
brochure and a plaid scarf at the 
opening of the campaign. 


>The new thing in point of-pur- 
chase merchandising is a recorded 
message repeater, “Popa”, used to 
deliver sales talks or announce- 
ments of “specials.” Triggered by 
a coin dropping into a vending 
machine, by a photo-electric cell 
placed near display windows, or 
by hand, it delivers a message of 
7.5 to 60 seconds in length, with 
up to eight messages on a single 
tape. 
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Integral air cleaner and muffler—easily cleaned Disc-type valves with guides and 


seats of bar stock-—no stampings 
3-ring automotive-type pistons for 
maximum compression and output 


Extra large full-floating piston 
pins—hardened and ground 
















































































eezand see why Wayne single-stage 
compressors offer more for your dollar 


Many small compressors look similar at first glance. But they 
are not. . . even when closely priced and identically rated (in 
terms of piston displacement). The difference lies in quality— 
of engineering, of materials, of construction. And this is the 
difference Wayne offers you. Top quality — reflected in long 
service life, minimum maintenance, more usable air output. 
More for your money—not only in terms of purchase price, 
but also because Wayne gives you more economical service 
over the years. Available in single-cylinder type ‘‘S’’ series, 
1% to 34 ho, and 2-cylinder type “‘T"’ series, 34 to 114 hp, tank 
mounted, base mounted or portable tank, electric or gas 
engine drive. Request new Bulletin W-123 for complete data. 


Model T66V, 1 hp Model S32HP, 14 hp 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 
SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation, Salisbury, Md., Fort Wayne, Ind. 


Symington Wayne International Co. Ltd., Spitalgasse 9, Zurich 1, Switzerland e Wayne Pump Canada Ltd., Toronto, Canada 

Wayne Tank & Pump Co. Ltd., Bracknell, Berkshire, England e The.Wayne Pump Co. South Africa (Pty.) Ltd., Capetown, South Africa 

Equipamentos Wayne do Brasil, S.A., Rio de Janeiro, Brazil e Jurgens & Wayne Apparate und Pumpenbau GmbH, Einbeck, West Germany 
Wayne Italiana, S.A., Rome, Italy 
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SELLING SLANTS 


Get set for new sales 


Your customers get 1200 Parade of Prizes prize points 
when they buy any four of the Parade of Prizes cases of 
AC-Guide headlamps! These points entitle them to any 
one of the exciting prizes shown above, and many, many 
more! The four merchandising packages in the AC-Guide 
‘Parade’ include the headlamp types shown at right. 


With each merchandising package they get 300 prize 
points, Parade of Prizes Catalog, Sales Contest Chart, 
and a handy Prize Order Form and mailing envelope. 


Fo 
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and profits with these 


Cost of each of these AC-Guide packages is the recom- 
mended dealer case price for the headlamp units alone. 
All the other items in these packages are included at 
no extra cost. 


The Parade of Prizes helps you sell headlamps by the case. 
It helps your dealers build up a good headlamp inventory 
with plenty of units for displays, and gives them the 
advantage of lower case-lot prices. Contact your AC 
supplier today and get in on this special AC-Guide 
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AC-Guide merchandising packages 


headlamp offer—with the built-in sales stimulators! 





GL-103M (Case of 12 type 4001 Guide Lamps) 
GL-104M (Case of 12 type 4002 Guide Lamps) 
GL-105M (Case of 12 type 6006 Guide Lamps) 
GL-106M (Case of 12 type 6012 Guide Lamps) 











AC SPARK PLUG $ THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Field a powerful INTERNATIONAL team like this for servicing: Here’s one good example, 
showing a model B-170 wire line unit (left) in action with a model RF-192 pulling unit. 


\ va hy 


mping operation: Here you see (left to right) 


Good example of a solid, dependable pu 
INTERNATIONAL Models RDF-190, RDF-210-H and DCOF-417 teaming up on the job. 
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When the special equipment 
costs more than the chassis... 


Oilmen depend on 
INTERNATIONAL 


Trucks for service 
In servicing problems 


And this makes good sense, because INTERNATIONAL 
makes the most complete line of trucks for every 
function in oil field servicing operations. 

When the biggest part of their time is spent at the 
well site, trucks for servicing not only have to get there, 
they have to perform when they do. They have to be 
built to take the pounding of long hours as stationary 
power units. And INTERNATIONAL Trucks can take it 
... they’re built that way. 


INTERNATIONAL TRUCKS 
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Increasingly, oil field servicing firms are finding that 
they can’t beat an INTERNATIONAL Truck for adapta- 
bility, durability and dependability . . . and for the 
“guts” that other units can’t deliver. 

Why don’t you take your servicing equipment prob- 
lems to your INTERNATIONAL Dealer or Branch? You 
will find oil field specialists ready to help you engi- 
neer the truck application you need. International 


Harvester Company, Chicago. 
| 
4 i i. 
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WORLD’S MOST 
COMPLETE LINE 





Top branding hands for hire! 


Putting your private brand on a battery is no job to turn over 
to green hands. That’s why so many smart bosses across the 
TBA range have come over to our corral. Seems our outfit 
knows plumb well how to ride herd on private brand problems. 


Take John Casserly. Been sales boss for the entire spread. 
Now directs all battery engineering and new product develop- 
ment at ESB. Knows what the market wants—all pure-bred 
prime stock. And Charlie Justice. Manages all the private 
branding on the range. Does business with most of the top 
outfits. Buyers like Charlie’s new ideas on branding. 


Top hands like these are good reason to place your contract 
with ESB. But there’s more. Things like ESB continuing 
research and development. Like 15 plants and warehouses. Like 
our record production of more than 200 million batteries. 
For the whole story, just write or call Charlie Justice at 
Private Brand Sales, Automotive Division, The Electric 
Storage Battery Company, Cleveland 1, Ohio. The phone 
number for “Brandin’-Iron Charlie”, reads 216-861-7100. 


SUPPLIER FOR THE SALES 
LEADERS IN PRIVATE BRAND 
BATTERIES 


NATIONAL PETROLEUM NEWS * December, 1961 





What's ahead in 1962 for 


Tire sales should continue to increase. 
They already bring in $400-million of the 


$900-million TBA market 


Batteries are not gaining much in sales, 


though more new cars are on 


the road, because battery life is increasing 


Accessories include a wide field—and it’s getting wider. 
Much hope for TBA growth lies with these items 


OB ge uteninat TBA MANAGERS are hopeful about 
their prospects for the coming year, despite a 
rather cheerless 1961. 

With few exceptions, managers queried by NPN 
forecast a rise in sales of tires, batteries, and acces- 
sories in the year ahead—but most think the growth 
will be less than 5%. 

While that sounds moderate in relation to some 
increases in the recent past, even a small percentage 
increase today means a large increase in volume, 
because of the tremendous growth of the TBA mar- 
ket in the past 10 years. Even 1% of a $900- 
million market is a sizable increase. 


What Happened in 1961 


Most TBA managers will be happy to record any 
increase at all for 1961 over 1960. As so often 
happens, TBA sales seemed to follow the general 
business trend. For most oil companies, TBA vol- 
ume in the early months of this year was not particu- 
larly good. 

As general business improved in the latter half 
of the year, TBA sales picked up, too. Most TBA 
managers now think the year’s final sales figures 
have a pretty good chance to mark up a slight gain 
over last year. 

Speaking of the future, one TBA manager says: 
“We're not going to see again those 10%, 15%, 
and even bigger gains. The base has grown too 
large.” 


Some Think Big 


One company may have different ideas, though. 
While no one at Humble is willing to quote figures 
on what’s expected, there have been hints in some 
quarters that Humble’s forecast of TBA sales next 
year calls for an increase of more than 15% over 
this year. 
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TBA men say this might not be at all unreason- 
able in Humble’s present situation. The newly com- 
bined Humble organization includes a number of 
recently acquired marketing outlets which were not 
previously in the TBA business. Others have not yet 
realized their full TBA potentials. 

It is unquestionably the aim of the unified or- 
ganization to bring Humble outlets everywhere into 
full-scale TBA marketing. Initial enthusiasm cou- 
pled with brand switches no doubt will propel many 
of the new outlets to levels of TBA performance 
never before reached. 


Among those who anticipate more than a 5% 
rise in TBA volume next year is Robert D. Park, 
TBA manager, Sun Oil Co., Philadelphia, who was 
international chairman this year of the Oil Indus- 
try TBA Group. 

Park looks for a possible TBA increase next year 
of 5% to 10%, in volume if not in dollars. 

One of two reasons he cites is the probable con- 
tinuing improvement in the general economy. “We 
seem to have turned the corner this year and it 
looks as if we can keep the trend going next year,” 
he says. 

His second reason is an attitude he senses on the 
part of oil marketers. He feels there’s a disposition 
today to step up TBA promotion because TBA of- 
fers a much-needed source of extra profit for 
dealers. 

His views are echoed by a number of other TBA 
managers. Others single out specific factors, the 
most frequently mentioned being another rise in 
car registrations. 


More Cars Mean More TBA 

The broadest, most basic reason why TBA sales 
should go up next year is the continued rise in the 
number of cars on the road. Not only will there be 
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an increase in total registrations, but the character 
of the car population is changing in ways that could 
benefit TBA sales. 


For one thing the number of compact cars has 
grown rapidly. By next year, notes C. J. Jameson, 
TBA manager, Continental Oil Co., Houston, many 
compacts will have enough mileage to make them 
prospects for tire replacements. 

More cars always mean more TBA sales, says 
M. S. Marsh, TBA manager, Standard of Ohio, 
Cleveland, and in addition the increase in over-one- 
year-old cars still further improves TBA prospects. 

A. B. Burnham, TBA manager of Signal Oil, Los 
Angeles, says that in the seven Western states, there 
will not only be more cars, but motorists will have 
better roads and enjoy better travel accommoda- 
tions. 


“These add up to more TBA sales,” says Burn- 
ham, who is one of the very few TBA men who is 
aiming at a 10% increase in TBA sales. 

A man who sees nothing but good in the motor 
car trend is F. J. Giardina, TBA manager, Tide- 
water Oil Co., Los Angeles, who says: “All indica- 
tions are that more new cars wiil be sold and fewer 
old cars scrapped. This means there’ll be more cars 
on the road and more TBA sales.” 


ROBERT D. PARK, Sun 
Oil: ‘‘We’ll be promoting 
TBA because TBA selling 
is one way for dealers 

to make more money.” 


W. L. ROCKWELL, Shell: 
“Outdoor tire racks ... / 
should bring a bigger | 

share of the TBA market.” 


A New Approach Opens 


Aside from external factors affecting the TBA 
outlook, several TBA managers think the whole oil- 
industry attitude is changing in the direction of 
more emphasis on TBA sales. 

Speaking of the oil industry as a whole, Robert 
Wishmeier, TBA manager, Pure Oil Co., Chicago, 
says he looks for oil companies to be even more ag- 
gressive in TBA marketing. “I think oil-company 
TBA marketers will be looking for ways to get back 
some of the tire volume that has gone to price com- 
petition—although not necessarily on price,” says 
Wishmeier. 

Another reason for greater emphasis on TBA 
runs through the comments of a great many TBA 
men. What it boils down to is that the industry 
has come to recognize a truth that TBA men have 
long advanced — that a flourishing TBA business 
combats dealer turnover. 


“The more a dealer goes into a strong TBA ef- 
fort, the better his business will be, the happier he 
will be, and the less will be the rate of turnover,” 
is the way one TBA man expresses it. 


No Ceiling on TBA 


Plenty of TBA business is available from the mo- 
torists who buy gasoline at service stations. At least 
two thirds of the business is lost to other channels— 
largely by dealer default. 

That’s why only a minor segment of dealers, 
variously estimated at 15% to 30%, produce 70% 
to 80% of all TBA sales. 

TBA managers see no significant change in that 
ratio next year. But they point to influences at work 
that could bring an early change in those dealers 
who can’t or won't sell TBA. 

For one thing, the much-deplored high turnover 
rate among dealers is regarded by some TBA men 
as a harsh but inevitable weeding-out process. 

Most TBA men, in effect, endorse that view, 
though not in those words. “We need better quality 
dealers who can do a real selling job,” says one. 
“The most important step is to pick the right men to 
start with,” says another. 

There are some TBA managers who feel the 
problem of finding sales-minded dealers is bound up 
with the very nature of the service station as a re- 
tail outlet. 

“You don’t find many dealer prospects with what 
I consider the right temperament for selling,” ob- 
serves one TBA manager, “but we wouldn’t have 
that trouble if the station business showed more 
promise. The less-desirable men we do attract can’t 
build up their TBA volume because that takes sales- 
manship. And the men who can learn to sell don’t 
want our stations—not the marginal ones anyway.” 


The Outlook for Tires 


Tires form the largest part of TBA volume, a 
little under $400-million of the $900-million total, 
and TBA managers hope that the growing use of 
outdoor tire racks will help boost their sales. 

Says one TBA manager: “Within the past year, 
we’ve located about 50 of the outdoor storage and 
display racks in certain picked spots and in almost 
every instance, tire volume tripled.” 


R. C. RUDISILL, Mobil: 
“The public still likes to 
buy at service stations.” 


F. J. GIARDINA, 
Tidewater: 

“More new cars will be 
sold — fewer scrapped.” 
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A. E. HAENGGI, Cities 
Service: ‘“‘Tuneup presents 
limitless opportunities 
for TBA sales.” 





J. C. DANIEL, American 
Petrofina: ‘‘We look for 
about a 10% bigger TBA 
volume in the coming 
year.”’ 


“The growing use of outdoor tire racks,” says 
W. L. Rockwell, TBA manager, Shell Oil Co., New 
York, “is another reason why the oil industry 
should get a bigger share of the TBA market next 
year. Invariably, they bring an increase in tire sales.” 


Rockwell also says that outside displays of tires 
influence more dealers to become participants in 
TBA programs. That encourages a hope long cher- 
ished by TBA managers of bringing into the fold 
the vast majority of dealers who now only dabble 
in TBA. 


A number of TBA managers report that company 
managements look with increasing favor upon fi- 
nancing programs that will put more of these racks 
on station properties. Their dealers can now put in 
large, permanent outdoor tire racks on a monthly- 
lease basis. They can also get a stock of tires to 
fill the rack, and pay the tire company on the in- 
stallment plan. Included in the deal is a weekly 
visit by the tire company’s merchandising expert to 
help sell the tires. 

The idea was introduced last March by U.S. 
Rubber Co. and quickly followed by most of the 
big rubber companies (NPN—Nov. p135). 

Oil companies are also displaying new interest in 
promoting their own brand of tires. For the first 
time, Gulf last summer began a broad program 
of consumer advertising on behalf of Gulf tires. In 
contrast to most tire advertising, Gulf’s ads don’t 
mention price, but just plug the quality of the Gulf 
line. 

But if oil companies are showing a new interest 
in marketing tires, a number of competitors—old 
and new—are at least equally interested. 

Department Stores—Suddenly, or so it seemed 
this past year, department-store tire business looked 
good to the rubber companies. Several manufactur- 
ers are seeking a foothold in these big outlets by 
way of leased concessions. 

B. F. Goodrich is the prime example. In a series 
of fast moves starting last spring, BFG signed up a 
half dozen big stores. Then just a month ago the 
company bought all the tire concessions operated 
by Vanderbilt Tire & Rubber Co., of New York. 

That immediately put BFG into some thirty more 
department stores, as well as the Food Fair grocery 
chain. (For an account of department-store-TBA 
growth in a typical metropolitan area, see p131.) 
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Industry attention to department stores was 
sharpened by Goodyear’s advertising attack on 
them. For a short period in the late winter and 
early spring the industry witnessed the novel spec- 
tacle of the worlds’ largest rubber company using 
advertising space on a broad scale to criticize the 
offerings of a group of competitors. 

The suggestion implied in Goodyear’s advertising 
copy was that perhaps the cheap tires advertised by 
department-stores (also discount houses, accessory 
chains, and others) weren't quite the thing for to- 
day’s high-speed driving. Few rubber companies 
can do that without insulting good customers. 


It’s true department stores did go in this year for 
extra-heavy emphasis on very low tire prices. But 
one TBA man comments that they don’t seem be to 
pushing the $10 tire so much now. And he notes 
that some have quit advertising a single price for 
all tire sizes and now quote much higher prices for 
the larger tires. 


L. W. FRIZZELL, Gulf: 
“Our shock-absorber sales 
are above expectations.” 


ROBERT WISHMEIER, 
Pure: “‘Oil companies will 
be more aggressive in 
TBA marketing.” 


In another direction, the fast-growing Mohawk 
Rubber Co. continued its rapid expansion of re- 
cent years. Mohawk has lined up a number of oil 
jobbers with a novel regional warehousing plan. 


Inner Tubes—Though tubeless tires now consti- 
tute about two-thirds of replacement passenger-tire 
sales (up from around 55% last year), the output 
of inner tubes remains fairly constant. This year, as 
in past years, the rubber industry has shipped 
about 3,000,000 tubes a month. 


Presumably most of them are needed for the ap- 
proximately 2,000,000 tube-type passenger tires 
shipped each month. 


The Battery Picture 


The cutlook for battery sales in 1962 is much the 
same as for this year. 


Sales figures in recent years have been slowing 
down and this year is no exception. One reason is 
that average battery life has lengthened to the point 
where the replacement ratio now stands at .37 bat- 
teries per car per year. The ratio was .50 in 1950 
(NPN—June p154). 

What predictions there are hold that the replace- 
ment ratio will remain at .37 through 1962. 

The growth in battery life is attributed to changes 
that have been made over the years. Claims for the 
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improvements were modest at the time of their in- 
. troduction. Apparently the innovations were even 
more effective than was anticipated. 


Enter Alternators—Eventually, batteries may last 
even longer if alternators—introduced this year on 
Chrysler cars—come into general use, as is freely 
predicted. Alternators take over much of the elec- 
trical load because of their ability to deliver current 
at low engine speeds. Output at low speed also 
maintains the battery in a better state of charge. 

The industry was startled last April by Ford Mo- 
tor Co.’s purchase of Autolite, including plant, 
brand name, and good will. Ford is now making a 
strong bid for replacement business, not only with 
the Autolite battery, but with the rest of the Auto- 
lite line of electrical components. 


Though Electric Autolite Co. has sold its most 
powerful brand, it’s still in the battery business with 
its Prestolite brand. The Toledo manufacturer also 
remains an active contender in the private-brand 
battery field. 

Standard of Ohio thought of something new this 
year in the way of a battery guarantee. In addition 
to the usual guarantees in terms of total months of 
service, Sohio also guarantees—until May 1, 1962 
—that the battery will start the car or Sohio will 
pay the starting bill. 


M. S. MARSH, Standard 
of Ohio: “There'll be a 
higher percentage of 
over-one-year-old cars on 
the road.” 


M. H. GARRETT, Union 

Oil: “‘Antismog devices 

could be the hottest thing 
that ever hit service | 
stations.” | 


‘Accessories’ Multiply 


The oil-marketing scene today is astir everywhere 
with merchandising experiments involving new 
products and services. Inevitably, the search for 
more dealer revenue has produced some additions 
to the TBA line, and the “accessory” segment of 
the TBA business is expanding at an unprecedented 
rate into a vast and diverse number of fields. 

More and more companies are taking on shock 
absorbers, seat belts, brake shoes, engine cleaning, 
wheel alignment, trailer rental, power-steering and 
air-conditioner service, refreshment patios, and 
tuneup. 

Shock Absorbers—Shock absorbers aren’t really 
new to the oil-TBA field. Two or three oil compa- 
nies have been selling them for as long as 10 years. 
- Lately, there have been signs of renewed interest 
in shocks since they fit in with many other services. 





How Oil Profits from Tires 


ALL PASSENGER-CAR TIRES today are 
made with synthetic rubber, which is made 
from a petroleum base. The petroleum used in 
tires runs into a surprising amount of money: 

e@ One hundred tires made of synthetic bu- 
tadiene rubber commonly known as S.B.R., 
contain about $240 worth of petroleum prod- 
ucts. 

e@ If the 100 tires are made of butyl rubber, 
they contain about $374 worth of petroleum, 

All-butyl tires are now made by Firestone, 
Goodyear, General, and U. S. Rubber. In ad- 
dition, the Pure and Atlas brands now appear 
on an all-butyl tire. The difference in the value 
of the petroleum byproduct used in butyl rub- 
ber also appears in this comparison: Crude 
oil costs about 1¢ Ib.; gasoline brings about 
2¢ Ib.; butyl rubber brings about 23¢ Ib. Right 
now it takes about 18,000 bbl. of crude 
throughput per day, every day, to make avail- 
able the byproduct required for the butyl used 
in passenger tires alone. 





The latest oil company to take on shock absorb- 
ers is Gulf, and Gulf reports sales are growing. “If 
we were to mention one particular item that’s giving 
us large volume over and above expectations, it 
would be the shock-absorber line,” says L. W. 
Frizzell, Gulf TBA manager, Houston. 


Seat Belts—Standard of California, perhaps sens- 
ing a far-off trend, began selling seat belts at its 
stations in October. Just about that time, the nation- 
wide agitation for seat belts that’s been growing all 
year bore fruit in actual legislation. Wisconsin be- 
came the first state to pass a law making seat belts 
mandatory on all 1962 and later models. 


Tuneup—Many companies are strongly encour- 
aging engine tuneup and light-repair work. (NPN— 
Aug. p119). “The possibilities for TBA sales in the 
course of tuneup work are limitless,” says A. E. 
Haenggi, TBA manager, Cities Service Oil Co., 
New York. “The dealer gets under the hood and has 
the time and opportunity to look at everything.” 

Observes another TBA manager: “We get a good 
share of the spark-plug sales that go with tuneup. 
And don’t forget the man who can build a reputa- 
tion for good tuneup work also does more gasoline 
and tire business. I’m expecting big things from 
tuneup.” 

Other Service—In much the same vein, many 
companies are giving increasing attention to servic- 
ing wheels. 

“We are part way in the wheel business now,” 
says one TBA manager. “We balance, inflate, and 
install tires, and we lubricate front-wheel bearings. 
To be consistent, we should also align front wheels.” 

Other TBA managers express the same view, and 
it is likely that at least a few oil companies will 
sponsor training in wheel alignment in the next year. 
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Brake service is developing fast. New brake pro- 
grams have been launched by Richfield, Tidewater, 
and Standard of Ohio. (A report on Sohio’s plan 
appears on p135. For a report on Tidewater’s plan, 
see NPN—May p120.) 


Two oil companies — Shell and Atlantic — are 
now sponsoring engine cleaning by a new chemical 
process. (NPN—July p149.) 

Several oil-company training departments are giv- 
ing serious study to servicing power-steering units, 
automatic transmissions, and car air conditioners. 

L. B. Sloneker, TBA manager, Phillips Petro- 
leum Co., Bartlesville, Okla., sees great promise in 
the steady increase in number of air-conditioned 
cars. He says that motorists with air-conditioned 
cars drive more miles per year, consume more gaso- 
line, and have all their TBA needs accelerated. 

“The first year a motorist installs an air-condi- 
tioner, his driving may jump as much as 100%” 
says Sloneker. “At the very minimum his annual 
mileage thereafter will go up 25%.” 

Phillips does its part by offering a special financ- 
ing plan. The plan permits Phillips dealers to install 
the units in customers’ cars with no down payment 
and 18 months to pay. 


Smog-Control Devices 


A possible future source of TBA profit could be 
catalytic mufflers or some other antismog devices. 
So far only one crankcase vapor-recovery system 
has been approved and the California control board 
doesn’t expect to certify any exhaust devices until 
next year. 

Generally this field has been thought of as limited 
to California. That’s the only state with a law re- 
quiring such devices when officially approved. But 
from the tenor of public discussion elsewhere there’s 
a good chance other states or cities will act once 
California points the way. 


Antifreeze Giveaway 


The biggest battle in the accessory field this year 
was fought over antifreeze. Early-summer reduc- 
tions in wholesale prices were followed by unprece- 
dented low-price bids for jobber and fleet business. 

And it was the worst season ever for retail cut- 
price advertising by accessory stores and other over- 
the-counter sellers. In a single October day, the 
local papers of one typical city carried the ads of 
six different retailers offering well-known brands of 
antifreeze at prices ranging from $1.25 gal. to $1.59 
gal. 

These loss-leader sales are made to draw people 
into the store rather than sell antifreeze at a profit. 
They constitute a sort of hit-and-run violation of 
the fair-trade laws that are difficult to stop because 
the damage is done before legal steps can block 
them. 

Service stations, though, in spite of all the price 
cutting, have continued to sell antifreeze combined 
with guaranteed cooling-system service at the full 
$3.25-gal. price. Some oil companies backed them 
up with ad campaigns directed to motorists. 
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Gulf and Shell are two examples. Gulf urged 
early installation and plugged its “winter-long” 
guarantee. Shell also promoted its guarantee and in 
addition pointed out that the risks in do-it-yourself 
installation can be greater than the small savings. 


New Profits Ahead 


Oil companies are thus moving in a number of 
ways to make service stations more profitable to 
their operators. The need to do something about 
dealer turnover is leading the oil industry to discard 
old, narrow definitions of TBA and try offering 
new goods and services. 

In the process, dealers stand to gain new revenue 
—whether classified as TBA or not. At the same 
time, sales of traditional TBA merchandise benefit 
in more than one way. Whatever increases station 
traffic helps all classes of sales. Any new service 
dealing with the car itself uncovers replacement 
needs that lead to more TBA sales. 
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New Cars 


Can Mean New 
Profits in TBA 


New-car owners want lots of things 
that don’t come with their cars 


re OWNER OF A NEW CAR is always a pros- 
pect for something right now—and more later 
on. Tell your dealers not to pass him up just be- 
cause TBA items are largely for replacement and 
new cars don’t normally need any replacements. 

First of all he’s a prospect for a set of new tires 
right now. Sure, his tires are new or practically new, 
but the attitude of a man who’s just bought a new 
car is very different from the attitude he will have 
30,000 miles later. 

Perhaps he has long harbored a secret notion that 
those puncture-and-blow-out-resistant tires are real- 
ly a good idea, even for compact cars. Lots of tire 
dealers have made a good thing out of taking off 
new original-equipment tires on a high-trade-in ba- 
sis and replacing them with premium tires. Why 
can’t service-station operators do it too? 


Sell Luxury Items 


Then there are a few things that aren’t replace- 
ments that have a special appeal to the new-car 
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owner. Does he have a flashlight in his glove com- 
partment yet? How about extra rear-view mirrors, 
extra cushions, an air conditioner? 

And in spite of what the manufacturers say about 
the quality of the new finishes many car-buyers 
want to wax them anyway. Right now dealers will 
welcome a list of suggestions covering all of the 
immediate TBA sales they can make to the owner 
of a new car. 


What About Two-Ply Tires? 


At the same time why not set the dealer right on 
the status of the two-ply tires now coming out as 
original equipment? 

A dealer may hesitate to sell four-ply premium 
tires to an owner of a new compact whose car is 
equipped with the new two-ply tires. Let him know 
he should feel free to go right ahead even if he has 
only four-ply tires in stock. 

And the tires he takes in trade he can turn 
around and sell for use on any car with the same 
size wheels. It doesn’t matter whether the car had 
two-ply or four-ply tires to begin with. 

The two-ply tires may handle a little differently 
going on and off the rim, but they’re no problem 
for a good tire changer. 


Then there may be some customers who mis- 
takenly assume the two-ply tire is inferior to the 
four-ply. Most tire companies have already recog- 
nized that possibility by marking their tires “two- 
ply/four-ply rating.” 

Dealers will be more confident if you remind them 
that the tire-industry transition from four-ply to 
two-ply is expected to go forward with no disturb- 
ance to inventories or prices. It’s a case of a design 
switch where the new and the old are completely 
interchangeable. 


Spring Drain-Out 

Aside from the three cars that start with a two- 
year fill in the cooling system (Rambler, Chevrolet, 
Ford) owners of all other cars should be targets for 
cooling-system service as soon as freezing weather 
is past. That means only a couple of months from 
now in the South. 

Naturally it won’t be every new car that needs 
new radiator hose, or a fan belt, or a new thermo- 
stat —— but some of them will. More important, 
there’s no better time than the start of a new sea- 
son to inquire about other possible needs. 


Even after a short period, sealed beams some- 
times need aiming, engines need tuning, brakes 
need adjustment, wheels need aligning and balanc- 
ing. One thing about the new models—their en- 
gines need to be tuned as often as older engines. 


Tuneup Helps TBA 

Now that most oil companies are taking the re- 
sponsibility for guiding dealers into profitable tune- 
up service, TBA departments can capitalize on the 


close relationship between tuneup and TBA. For- 
tunately, the process of tuning an engine provides 


one of the best opportunities for checking other 
TBA needs. 


And there aren’t going to be so many oppor- 
tunities to inspect the new cars while they’re in the 
station for other service. All the talk is of “service- 
free” cars, with 4,000-mile to 6,000-mile oil-change, 
and 30,000-mile chassis-lube intervals. 

But such things as fan belts, wiper blades, lights, 
even the tires, and of course the battery and spark 
plugs can be checked whenever the dealer gets the 
car in for tuneup. For that matter he can check the 
master brake cylinder and test shock absorber ac- 
tion, too. 

He can’t look at the muffler unless he puts the car 
on the lift, but he can at least listen to it while he 
has the engine running. 

The extended oil-drain intervals probably will 
have more of an effect on oil-filter elements than on 
anything else in the TBA line. Car-maker recom- 
mendations for filter changes for the new models 
have also lengthened out to match the oil-change 
intervals. 


You can point out to your dealers that if they 
want to avoid a decline in filter sales, it’s now essen- 
tial that they make sure the filter is changed with 
every oil change. 


New Sales Approach 


Biggest problem of all seems likely to come from 
the mental outlook of dealers. Their lubrication and 
motor-oil revenue won’t suffer much during the first 
year of the so-called “lubeless” cars, so they won’t 
immediately see the need for replacing that lost 
revenue from other directions. 


Eventually, the supplying oil companies will get 
cracking on some new programs aimed at salvaging 
something from the impending loss of that old 
standby—chassis lubrication. Many plans are being 
developed like that of the joint crusade of Auto- 
motive Lift Institute and the National Lubricating 
Institute to get the car on the lift for frequent 
safety inspection. 

Other promotion ideas are being mulled over 
that will emphasize points that still need to be 
checked or serviced at intervals less than 30,000 
miles. All of the plans will depend on the dealer. 

That’s all to the good, of course, for there are 
sound reasons why it’s safer to have a car—even a 
new one—inspected at close intervals. In fact, car 
manufacturers recommend inspection of lube seals 
at intervals as short as 4,000 miles. 


So far, nobody has suggested how much dealers 
should charge just for inspecting sealed lubrication 
points. They can get rich on it no matter what they 
charge—if they combine it with a really thorough 
TBA inspection. 

Just remind them that the average dealer misses 
twice as many TBA sales as he makes—and that 
from now on the only way he’s going to get that 
business is to make a pitch for it whenever he has 
the chance. 
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Central Hardware Co. has TBA centers in two St. Louis suburban communities, run as concessions by Midwest Tire Co. 


O IL MARKETERS in St. Louis are suddenly find- 


Where’s the 


New Competition 


Coming from? 


DISCOUNT HOUSES 
DEPARTMENT STORES 
DRUG STORES 
HARDWARE STORES 
FURNITURE STORES 


Two St. Louis department stores, Stix, Baer & Fuller . . 


ing that the TBA side of their business is full 
of new big-store competitors. They’ve lived with the 
mail-order and accessory-store chains for a long 
time. Now they must face some new contenders. 


First of the newcomers was. the GEM discount 
store that opened in north St. Louis County four 
years ago. GEM followed with its second store in 
southwest St. Louis County last year. Both stores 
have strong concession-operated TBA departments. 


GEM (the letters stand for Government Em- 
ployes Mart) is a so-called closed-door discount 
chain. Admission to the stores is by membership 
card. 

The rush of conventional department stores into 
the TBA field started only 18 months ago, on July 
20, 1960. At that time, Famous-Barr Department 
Stores (largest St. Louis general-line retailer) an- 
nounced the opening of “Tire Centers” at its three 
major suburban shopping centers. 

(Continued) 


. . « (left) and Famous Barr (above) have TBA centers 


; 
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All of Famous-Barr’s tire centers are leased con- 
cessions, operated by Abel Bros. of Columbus, 
Ohio, a subsidiary of Mansfield Tire & Rubber Co. 
TBA concessions in the GEM stores are operated 
by American Auto Stores, headed by Irvin Larner. 

Following the Famous-Barr move, three other big 
_ stores added TBA departments. First was Central 
Hardware Co., described as a company that sells a 
general line of hardware—and just about every- 
thing else except furniture and soft goods. 

Central Hardware opened TBA service centers 
in two of its suburban one-stop stores. These, too, 
are concessions operated by Midwest Tire Co., St. 
Louis. 

Next on the scene was Biederman Furniture Co., 
an aggressive home-furnishings merchant with a big 
downtown store and two suburban outlets. Bieder- 
man just recently added a large tire-installation cen- 
ter at its main downtown store. It will operate the 
center itself, offering a full TBA line. 

Only last month a second conventional depart- 
ment store—Stix, Baer & Fuller—joined the trend 
with TBA centers at two suburban stores. One is in 
the Westroads shopping center in Clayton and the 
other in the River-Roads center in northwest St. 
Louis County. 

The Stix TBA departments are leased conces- 
sions operated by B. F. Goodrich. 


What They Sell 


So far, the Biederman advertising in local news- 
papers plays down the Star brand name used on its 
tires and mentions no brand name at all for its 
batteries. The store features a free “auto safety 
check-up” that includes a check of brakes, shock 
absorbers, muffler, battery, wheel alignment, and 
tires. 

Central Hardware’s concession, leased to Mid- 
west Tire, sells the Pharis tire (a Mansfield brand); 
a private-brand battery; seat covers; shock absorb- 
ers; and a miscellaneous line of accessories and 
parts. 

The Famous-Barr concession, operated by Abel 
Bros., handles a wide line of TBA merchandise, 
including fires and batteries carrying the Abel- 
Label brand. Abel also offers Autolite batteries, 
Gabriel shock absorbers, Champion spark plugs, 
Anco blades, and Dupont, Simoniz, and Johnson 
wax. 

However, recent two-color, full-page advertising 
in local newspapers mentions no brands at all. The 
emphasis is all on a single-tire price of $11 for any 
one of eight popular sizes —and on the store’s 
charge account. 

Stix, Baer & Fuller’s concession features a full 
TBA line, headed by the Hood tire, one of the 
B. F. Goodrich Associated Lines brands. 

The GEM stores are supplied with Brunswick 
tires by the lessee, American Auto Stores. Bruns- 
wick is another one of the B. F. Goodrich Asso- 


ciated brands. GEM also sells a very wide line of 
accessories, including parts and tools, and the two 
GEM stores are the only ones of new big-store 
automotive centers in St. Louis to sell gasoline. 


More Department-Store TBA Ahead 


The big-store rush in St. Louis to open TBA 
departments is only an extreme case of what’s hap- 
pening in many big cities. Abel Bros., for example, 
is the operator of automotive centers in some 30 
department stores. 

B. F. Goodrich, just getting into the department- 
store field, plans to have eight leased TBA centers 
open by the year’s end. These are in addition to 
those it acquired a month ago by buying Vander- 
bilt Tire & Rubber Co., a New York concern that 
also concentrates on department-store leased oper- 
ations. Vanderbilt, who had 35 Tire Marts, also ran 
an automotive center with the Food Fair food 
chain (NPN—Sept. p171). 

GEM now has 12 stores operating, and four 
more due for early opening. Still others are planned 
for next year. American Auto Stores—operator of 
the TBA concession at five of the GEM stores— 
also has TBA leases at new Zayre Discount Stores 
in Cleveland and Cincinnati, and a TBA and gaso- 
line lease at a new Katz Drug Store in Springfield, 
Mo. 

The big St. Louis stores are doing well enough 
with their TBA departments to warrant adding to 
their facilities. Stanley Goodman, president and 
general manager of Famous-Barr says: “We'll have 
another tire center in our downtown customer-park- 
ing garage and a large one at our new suburban 
store to be completed early next year.” 

Central Hardware is building a six-bay TBA 
center at its newest suburban store. 

Stix, Baer & Fuller plans to sell TBA merchan- 
dise at its downtown store when arrangements are 
concluded for installation at a nearby garage. 

GEM’s TBA departments are booming, accord- 
ing to board chairman Robert Wolfson. In a recent 
talk before a group of St. Louis security dealers, 
Wolfson said the departments are averaging $750,- 
000 to $1,000,000 a year in 3,000 sq. ft.-4,000 sq. 
ft. of selling space. 


Key to Success 


The reason the big stores are a serious threat— 
not only to other big stores like Sears-Roebuck, but 
to oil companies as well—is because something new 
has been added. Some department stores offered 
TBA merchandise more than 25 years ago, but 
they sold over the counter—and sales were meager. 

Today, they'll install whatever they sell. What’s 
more, they’re taking on brake adjustment, wheel 
balancing, and related services. And in some cases 
they're selling gasoline, too. 

That’s the way the Sears chain built its tremen- 
dous TBA volume. And while neither Sears nor 
the newcomers are likely to put service stations out 
of business, they may furnish the oil industry with 
some useful lessons in how to merchandise TBA. 
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FTER about a year of ambitious experiments in 

diversification, Tidewater Oil Co. is convinced 
that the best potential lies in automotive services, 
not in merchandise and services along other lines. 

“It’s still too early to have evaluated our experi- 
ments thoroughly,” says Robert G. Reed III, Tide- 
water’s new marketing manager, “but I believe the 
most successful will be the automotive services.” 

If there was ever any doubt about the relative 
importance Tidewater placed on diverse merchan- 
dise and services as against petroleum products and 
services, Reed dispelled them. He said: 

“We're primarily in the petroleum business. With 
our huge investment in oil facilities, our primary 
job is to sell petroleum products. 

“But to do this we’ve got to have good dealers in 
a sound financial position. Anything we can do to 
help dealers will help us sell petroleum products. 

“All of our diversification programs are aimed 
at helping the dealer augment his income, attract- 
ing more customers for our petroleum products, 
and providing more complete service for our cus- 
tomers. : 

“We don’t want to get into any business that will 
detract from our stations as gasoline service stations. 

“Our dealers are independent businessmen, of 
course, and we can’t dictate what they’ll handle. 
As a company, to go out and encourage all dealers 
to sell a particular item, I think that would be a 
mistake. I think they have to decide that for them- 
selves locally. 

“I personally believe there’s a great need just to 
improve the automotive service at stations.” 

Tidewater has tuneup in both its Eastern and 
Western divisions. Its brake-repair program, now 
only on the West Coast, is being extended to the 
East Coast. Reed reports the company is consider- 
ing wheel balancing and other services, too. 


By MARK EMOND 
West Coast Editor 
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Diversification: 
What Tidewater Oil Co. 
Says 


Here’s a rundown on the broadest diversification 
program in oil today, and what Tidewater’s 
new marketing manager Reed (left) says about it 


How Tidewater’s Program Ranges 


It’s not the fact of diversification but the variety 
and range of it that originally attracted industry 
attention to Tidewater’s activities. Some refer to the 
company as the leader in diversification and speak 
of its program as the most imaginative. 

Here’s a list of programs: tuneup, brake repair, 
refreshment patios, trailer rental, travel-insurance 
vending, real-estate utilization, and credit-card in- 
surance. Others reportedly are under consideration. 

The latest is credit-card insurance, announced in 
November. Under it, Tidewater offers travel-acci- 
dent insurance on its credit cards. Dealers aren’t 
involved. 

Tidewater is agent for Beneficial Standard Life 
Insurance Co. of Los Angeles, but not exclusive 
agent. Independent insurance agents and brokers 
may sell the same policy by sending the premium 
and a Tidewater application directly to the insur- 
ance company. 

This nonexclusivity provision appears to have 
been put in to avoid the trouble Indiana Standard 
ran into when it began selling insurance. Many in- 
surance agents turned in their Standard Oil credit 
cards in protest. 

Tidewater is sending insurance applications to 
all its credit-card holders. For $2.25 a month, billed 
monthly along with any petroleum charges, a per- 
son gets $10,000 accidental death or dismember- 
ment benefit (double indemnity of $20,000 if the 
accident occurs on weekend or holiday), and up to 
$1,000 medical expenses. Billing continues until 
termination is requested. 

Here’s a brief rundown on Tidewater’s other re- 
cent diversification programs: 

e@ Brake repair. Introduced last February (NPN 
—May, p120). Includes training of dealers and 
promotion of Flying A brand brake linings, with 
unconditional three-year company guarantee for 
passenger cars. Trained dealers get financing for 
brake equipment, are authorized to charge work on 
credit cards. (Continued) 
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Tidewater’s experiments in divers fication 
range from service-station refreshment 
patios (top) to brake-repair work (left). 
Travel-insurance vending (right), intro- 
duced last May, earns extra money for 
dealers who rent station space. Tide- 
water also offers travel-accident insur- 
ance to its credit-card holders. Trailer 
rental (below), now on West Coast, is 
going to be expanded to the East Coast 


A survey of 25 dealers who took the course 
showed an average gross profit increase of $275 a 
month. Stations increased gasoline sales an average 
of 15%, and noted some rise in TBA sales. 

e Travel-insurance vending. Introduced last 
May (NPN—Jul., p132). Dealers get space rental 
for coin-operated machines, which dispense $7,500 
personal-injury policies, good for seven days, for 
one dollar. 

e Trailer rental. Announced in July. Tidewater- 
brand trailers, tested at 30 stations in San Fran- 
cisco. Plans called for 5,000 trailers in six Western 
states by late 1962. 

Test dealers reportedly averaged a little more 
than $50 a month income from rentals. 

e@ Refreshment patios. Announced in July. At 
least five were installed at selected sites in San 
Francisco, Sacramento, Long Beach, and Portland, 
featuring soft drinks, coffee, candy, cigarettes, and 
even groceries. 

four refreshment patios averaged $45 a month 
net income to the dealers. 

e@ Real-estate utilization. Secks maximum pay- 
out of real estate, including use of part of service- 
station properties for other purposes. 

Some examples: billboard rental, parking, and 
leasing land for lunch rooms and car-washing. 

One of the most striking instances of real-estate 
utilization put Tidewater in the restaurant business, 
in a manner of speaking. When Tidewater built a 


new home office on expensive Wilshire Blvd. in Los 
Angeles, the company wanted to locate a new Fly- 
ing A station across the street. It had to acquire a 
bigger piece of land than necessary, at a high price, 
so it built a restaurant and leased it to an operator. 


What's Ahead? 


Reed, 34, who took over as marketing manager 
in September (NPN—-Oct. p75), says all these pro- 
grams are still being tested. “This diversification 
effort is in its infancy, and we're not sure how it 
will go later on,” he explains. 


Aside from automotive services, which Reed rates 
highest, he considers trailer rental apparently suc- 
cessful, and thinks it may be extended to the East 
Coast. Other successful programs will probably be 
extended there, too, he says. 

While Tidewater has no present plans to intro- 
duce variety merchandise at its stations, as some 
oil companies are doing, it intends to expand its 
diversification experimentation, with emphasis on 
automotive services. 

Reed acknowledges that automobile manufactur- 
ers are moving toward what they call a “service- 
free” car, but he doesn’t believe the trend will 
necessarily eliminate the over-all need for automo- 
tive services. 


“We believe Detroit is wrong in its long oil- 


change recommendations, and that time will prove 
it,” Reed says. 
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Sohio, introducing Atlas brake-service equipment on test basis, offers customers complete brake-work program 


Sohio Tries Out Brake Service 


Over 100 Standard of Ohio stations are participating in a six-area 
test program which offers customers complete brake service 


7 SIGNIFICANT STEP in Oil marketing’s 


entry into the field of light automotive repair 
work is in the making at Standard of Ohio. Over 100 
stations have been equipped with a variety of brake- 
service equipment and they’re offering their cus- 
tomers complete service including bleeding, adjust- 
ing, relining, reconditioning, and replacement. 

Most of the stations are salary operated, and the 
majority are in the Cleveland division where the 
program originated some six months ago. Since then 
other pilot operations have been launched in the 
Columbus, Cincinnati, Akron, Mansfield, and Day- 
ton areas. Some dealer-operated stations are now 
included in the test program. 

Sohio is trail-blazing for the Atlas brand in two 
ways. The brake equipment used at some of the 
stations, especially at Akron and Mansfield, carries 
the Atlas label. 

What’s far more significant is the Atlas brake- 
shoe line Sohio is introducing. This is the first 
appearance of the Atlas name on a product con- 
nected with automotive repairs. In effect it means 
that Sohio’s marketing area for the next few months 
will be a proving ground to determine whether 
there'll be a line of Atlas brake parts. 


Others in the Field 


Other oil companies have been encouraging their 
dealers to enter the brake-service field. A few of 
them, notably Shell, Richfield, and Tidewater, have 


Shell and Richfield have been making brake 
training available for the past two years. Tidewater’s 
Western division launched a comprehensive brake 
training program last spring (NPN—May, p120). 

Tidewater, like Sohio, did more than organize a 
brake-training program as a means of getting its 
stations into the brake business. Tidewater also be- 
came the first oil company to add brake shoes to its 
TBA line. (For more on Tidewater see p. 133.) 

Sohio has gone a step further. It’s the first oil 
company to offer brake service including a line of 
brake shoes through salary-operated stations. 


The New Atlas Line 


Claims made for the new Atlas brake-shoe line 
appear to be similar to some others now on the 
market. Both riveted and bonded lining segments 
are offered to meet original-equipment specifica- 
tions. 

Shoes are matched and ground to provide equal 
brake action and are said to require no adjustment 
after the break-in period. With each set of replace- 
ment shoes the factory packs a set of illustrated in- 
structions on how to remove the old shoes, install 
and adjust the new ones. 

At present only brake shoes are available, but if 
the new program makes progress it’s likely that 
Atlas will eventually include a full quota of re- 
placement parts in the line. 


sponsored brake training for dealers. (TBA Report continues on p 136) 
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TRA EXPERT FRANK STURTEVANT TALKS ABOUT .. . 


TBA Ratios 


> happy-medium TBA ratio is like a good 
man—it’s hard to find. 

Trying to arrive at one is complicated by ap- 
parently contradictory trends in the industry.* 
Some major oil companies are selling more dollars 
worth of TBA per 1,000 gal. of gasoline than 
before, some are selling less. 

Companies on a buy-and- 
sell basis apparently improved 
their positions. Their sales to 
all branded resellers (per 
1,000 gal.) went from $13.64 
in 1959 to $15.71 in 1960. 

This broke down to $9.77 
and $12.75 to jobbers in 1959 
and 1960, respectively, and 
$15.41 and $16.09 to dealers. 

By contrast, oil companies 
on a commission basis sold 
$18.44 to all branded resellers 
in 1959, $15.98 in 1960. 

Declining tire prices may 
account for the difference. 
Commission-plan companies 
do 75% of their TBA busi- 
ness in tires, as compared with 
50% -55% for buy-and-sell companies. 

In either case, slight shifts in national averages 
should not be interpreted too literally. Accounting 
practices vary; separation of reseller gasoline is not 
always too accurate; some companies sell mostly 
to jobbers while others sell mostly at the higher 
dealer price level; TBA sales include antifreeze 
in some companies but not in others. 

_ Today, as in the past, the retail scene is peppered 

with TBA ratios ranging from below $5.00 to 
over $100 per 1,000 gal. of gasoline. One jobber 
cites a dealer who got his ratio “up to $12” after 
he became active in TBA. 

Top dealers in Jersey Standard’s Humble Divi- 
sion earn bonuses based on TBA ratios, often go 
over the $100 mark. Sam Reeves, the million-gal- 
lon American Oil dealer in Birmingham, Mich., 
had an $85.60 ratio this past June. 

Perhaps today’s best candidate for the reason- 
able target among retail ratios is Pure Oil’s $56 
per 1,000 gal. Developed in connection with Pure’s 
far-reaching “Management for Volume and Profit” 
program, it is only one of a complete set of service- 
station operating ratios. 

Since the $56 ratio is based on considerable 
study and research, it may be regarded as an attain- 
able goal for many dealers. 


* As reported in 1961-62 NPN Factbook, p187. 


Sturtevant 


Lube Profits 


: ONLY NATURAL for dealers to resent those 
new models with the 30,000-mile lube inter- 
vals. The idea of a car that needs a lube job only 
once in three years seems like the end of a source 
of business that’s been around since the early 
days of the motor car. 


That’s a fertile state of mind 
in which to plant two or three 
pertinent suggestions — some 
old, some new. 

The first is that the lubrica- 
tion business is far from dead. 
For all practical purposes it’s 
just as big today as it was a 
year ago. Moreover the 60- 
million or so vehicles now 
equipped with conventional 
lube systems are going to be 
around a long time. 

The second idea is that 
lubricating those millions of 
cars with conventional lube 
systems can be a more profit- 
able business than it ever was 
in the past. It’s an old idea 
and you’ve probably pointed 
out before how the process of lubricating a car 
permits a close inspection of virtually everything 
that might need replacement. 

Only a minority of dealers took full advantage 
of those opportunities to search out TBA needs 
and report them to customers. The story was an 
old one, so often told that many dealers no longer 
listened. Today oil companies are beginning to 
see new reasons for repeating the story. 

“Lubrication is the opportunity sale,” says a 
message Esso Standard sent to its dealers. “The big 
profit from a lube job is not in the lubrication it- 
self,” the message continues. It’s in the sales you 
can spot while you have the car on the lift.” 

The third suggestion is that with minor repair 
work now an established part of the service-station 
business, many additional needs can be detected 
while the car is on the lift. There’s no better time 
to inspect mufflers and shock absorbers, check for 
front-end play, brake drag, or wheels out of line. 

Many of those needs, along with run-down bat- 
eries, worn tires, loose belts, bad plugs, lights and 
wiper blades, have gone uncorrected in the past 
when they might have been converted into easy, 
profitable sales. 

When conventional lubrication does start to fall 
off, those extra sales can more than make up for 
the loss. And now is the time dealers can see an 
urgent need to start developing extra sales. s 
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HERE’S A 


WHITEWAY’S 
CUSTOMER CATCHING 


( 
COBRA ! | 


YES, JUDGING FROM WHAT MY FRIENDS IN THE #4 
PETROLEUM INDUSTRY TELL ME .. . the charm and 
grace of the Cobra is catching customers everywhere. Not only 
is the Cobra a charmer of customers but will definitely add 
beauty and identification to any station. When it comes to 

light output, no other fixture could hold a foot candle to the 
Cobra’s efficiency and dependability. The carefully 

engineered positioning of the ballasts for greater heat 
dissipation means longer life due to cooler operation. The 
Cobra can be single or twin mounted for island or perimeter 
lighting. The Cobra is available with 3, 4, or 5 PG, HO, VHO 
or SHO lamps for the 6 ft. fixture, 4 lamps for the 8 ft. 

fixture. For customer appeal, efficiency and dependability 

it’s the one and only Cobra by WHITEWAY. 


ASSOCIATE MEMBER 


eke eateed WRITE WHITEWAY FOR COMPLETE INFORMATION, DISTRIBUTORS IN EVERY MAJOR CITY 
tet RT AA AT 


MANUFACTURING CO. 
w~ 17368 Dreman Ave. Cincinnati 23, Onio 
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Pity the poor service man who has to track down 
nylon thump (and the car dealer who has to face the 
unhappy customer). Nylon thump is very hard to 
spot, because it could be shock absorbers, wheel bal- 
ance, or rear end trouble. Thank goodness all five of 


America’s car makers had the foresight to eliminate 
this problem on their ’59, ’60 and ’61 cars. They 
chose TYREX rayon tire cord as standard equipment. 
It’s a big selling plus you can be proud to tell your 
customers about, too—for the reasons shown right. 


Tyrex Inc., Empire State Bldg., New York 1,N.Y. TYREX (Reg. U.S. Pat. Off.) is a collective trademark of 
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TIRES MADE WITH TYREX RAYON CORD GIVE YOU THESE SALES-PLUSES: ® RAYON 

@ Give longer tread mileage. FACTS!—not CLAIMS 

@ Run cool for greater safety at highway speeds, TIRE 
FACTS!—not CLAIMS CORD 

@ Stronger in resistance to impact. FACTS!—not CLAIMS 


* mom Ganon, Aaaagg cross-sectional ‘“‘growth.” RI D ES Ss MOOTH ER ! 


Tyrex Inc. for rayon tire yarn and cord. TYREX rayon tire yarn and cord is also produced and available in Canada. 
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ORTABLE STATIONS, once considered an easy 

date that no major-company marketer would 
consider taking home to Mother, are becoming so 
respectable in the Southwest that several majors 
are forming permanent attachments with them. 

But the skid-mounted station has not become 
stodgy and dreary with respectability. It still has 
its traditional advantages—mobility and economy. 

The buildings are relatively inexpensive and are 
quickly built and quickly moved. These charac- 
teristics can fill a number of needs, both for in- 
dependent and major marketers. 

Within the past year, one manufacturer of the 
advanced design portables, Bowman Equipment 
Co. of Houston, has turned out more than 30 of 
the units and has more on the production line. 


Who Uses Portable Stations? 


Several of the stations already in service are op- 
erating under major-brand names, most of them 
operated by jobbers or distributors. 

One, however, is a regular outlet for Humble 
Oil & Refining Co. at a Houston location. Another 
is being operated by a Humble jobber, Bay Oil 
Co., on the Gulf (Houston to Galveston) Freeway. 

A Continental Oil Co. jobber, H. L. Allen, has 
one on location in Pasadena, near Houston. 

Another—in Houston—was put in by Ada Oil 
Co., Phillips Petroleum Co. jobber. 

Gulf Oil Corp. distributor Charles Wellborn has 
another in operation in Cleveland, Tex. 

Signal Oil and Gas Co., marketing under its 
independent Hancock brand name, has by far the 
largest number of these stations in service—at least 
20 already on location or about to be put in at 
various Texas and Louisiana sites, including three 
operated in Houston by Watson Oil Co., a Signal 
jobber. 
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Bowman stations are factory-assembled, trucked to site (left). One-unit (above) .. . 





The Portable Station 


Independents and majors are finding skid-mounted 


A Tenneco Oil Co. portable, operating under 
the Bay Petroleum Co. sign, is at an Opelousas, 
La., location. 

The fact that a number of the portables are op- 
erating under major-brand flags isn’t an indication, 
however, that the majors are even thinking of 
abandoning the representative-type permanent sta- 
tion. 

This is pointed up by Orm George, Bowman 
president. “A major is interested in such a station 
for use only in certain circumstances—never as a 
standard station. This is a fill-in thing for the 
major—a standard operation for the independent,” 
says George. 


A New-Era Portable 


Aside from being skid-mounted and able to be 
trucked on and off location, the newer type station 
manufactured by Bowman bears little resemblance 
to earlier versions of the portable. 

Bowman puts out two models of this type of 
station. They are generally similar in appearance, 
but the dimensions and interior arrangement differ. 

The smaller is built in a single 10-ft.-by-26 fet. 
section. It is partitioned lengthwise to provide office 
and sales space in front and storeroom and rest- 
rooms in the rear. This unit is hauled as a single 
truckload. 

The larger unit is made up of two rectangular 
sections, each 8 ft-by-26 ft., which are hauled as 
separate truckloads and joined at the site. One of 
the sections forms the office and sales room and the 
other becomes the storeroom and restrooms to 
the rear. 

Both types of building have 6-in. “I” beams 
lengthwise and 5-in. pipe across to form the skid. 
The standard roof is of the four-ply, built-up type 
(plywood, felt, and asphalt) covered with gravel. 
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. and two-unit (above) stations are sold. Buyer can choose his color, roof line 


Finds a New Way of Life 


stations can be successful for them where more elaborate stations fail 


The roof overlaps where it joins for the two-sec- 
tion building. 

They both have 30-in. overhangs across the front 
and along the sides. Mounted under the overhangs 
are two-lamp fluorescent lighting fixtures. 


The Cost 


In the Houston area, the total investment for 
a permanent representative station can run any- 
where from $35,000 to more than $100,000. 

There is no single answer to the total investment 
question for a portable, because it depends on the 
individual type of installation—quality of yard 
work, whether wash and lube facilities are added, 
type and amount of lighting and signs, and number 
of tanks and pumps. 

But a number of sources agree that the total 
cost should range somewhere between $10,000 
and $20,000. 

The Bowman units run $6,495 for a two-section 
building and $5,295 for a one-section structure, 
including wiring, plumbing, fixtures, and hardware, 
but excluding pumps, compressor, tanks, drive 
lighting, and signs. Prices are FOB the factory. 

Typical hauling charges for a single section from 
Houston are: San Antonio, $125; Dallas, $145; 
Shreveport, $130; New Orleans, $175; Midland, 
$235. 

Most of the stations sold by Bowman so far are 
of the one-section type. 


This Is the Station 


Once on location, the portable loses its skid- 
mount look. With paved walkways around it, the de- 
sign of the building has a permanent look. The 
rest of the installation—paving, tank installation, 
pump islands—is similar to that at a permanent 
station. 
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This appearance is deceptive, though. The build- 
ing can be picked up and trucked off easily, leav- 
ing only the yard installation behind. 

The Bowman building is a rectangular unit fab- 
ricated completely at the factory, needing only 
outside tie-ins to water, sewer, gas, and electricity. 

Inside, everything is ready, with wiring, plumb- 
ing, fixtures, hardware, even shelves and light bulbs, 
installed during manufacture. 

The front is anodized aluminum and glass. 
Glass jalousies are at either end. The back and 
the solid portions of the sides are 20-gauge gal- 
vanized steel. The building is equipped with metal 
doors and with vinyl tile and acoustical ceiling in 
the office and restrooms. 

While the skid dimensions and floor plan are 
basic, the outside appearance of the building— 
including roof style—can be varied. Paint colors 
and designs also are ordered by the purchaser. 

Bowman figures on approximately 21 days to 
complete a job—manufacture the building, prepare 
the site, set the building, and put the station into 
operation. 

Local wiring and plumbing codes can be a snag. 
Bowman’s portables meet national codes, and the 
installation is modified to comply with local codes 
at the station’s destination. 

In addition to the one-section and two-section 
portables, Bowman also manufactures a smaller, 
8 ft-by-14 ft. portable building for $3,300 and 
two versions of cubicle-and-pump-island station— 
$2,780 with 2 pumps and $3,925 with 4 pumps. 


How the Station Started 


Bowman got into the portable-station business as 
a possible means of increasing its equipment sales, 
says George. The company had some experience as 
a distributor for pre-fabricated stations and began 





Equipment 


(Begins on page 140) 


manufacturing the portables just over a year ago. 

“We will sell the station any way the customer 
wants it,” George says. “We prefer to do a turnkey 
job, including furnishing all the equipment and do- 
ing the general contracting work. 

“The equipment feature is what got us into this 
thing. This has given us an entree into the inde- 
pendent gasoline market—offering a complete pack- 
age. 

“It is a lot easier for the independent to sit down 
and make the whole deal with one person—to have 
all the headaches in one place. If something goes 
wrong, he has only one man to look for. He doesn’t 
have to chase everybody all over the country. 

“It has been a big help in selling our equipment 
—principally because it gives us the first shot at the 
dealer.” 


Why Use a Portable Station? 


The portable station holds a number of attrac- 
tions for the independent marketer, says George. It 
is a relatively economical way for him to put a sta- 
tion. on location, offering low investment and de- 
preciation features and reducing his loss if things go 
sour. 

With it, he can get onto good gallonage locations 
on a short-term-lease basis, losing little more than 
the yard work if he has to move the station. 

The speed of manufacture and installation means 
more selling days on location, once the marketer 
decides to put in a station. 


This type of station is particularly suited to the 
gasoline-and-oil-only type of marketing, George 
says. 

For the major, there also are some advantages, 
according to George. It provides an economical way 
to bring a jobber or distributor into an expanding 
gasoline market. 

If gallonage fails to materialize, the station can 
be moved to a better location with relatively little 
loss; if things go well, the portable can be moved 
and a representative type station built. 

For both independent and major, the portable 
station could be a solution to the problem of small 
or odd-size tracts, to the problem of locating where 
a short-tetm lease is the only thing a landowner 
will consider, and to the problem of marketing tem- 
porarily in a location which future highway changes 
will make untenable. 

Some of the special conditions that cause a ma- 
jor to consider a portable station are outlined by 
the representative of a Houston jobber operating 
such a station under a major’s brand: 

“We could only get a 5-year ground lease, and 
the property is small—-about 60 ft-by-85 ft., where 
we usually don’t consider a site smaller than 150 
by 150 ft. 

“Naturally, we didn’t feel we could go in there 
and do anything in the way of building complete 


facilities. But we did put in wash and lube facilities, 
which added about $2,500 to the price. 

“We felt this was the best way out. If we are not 
able ‘to renew the lease and have to abandon the 
site, we'll lose only the paving and the tanks.” 

The station is doing about 15,000 gal. per month, 
and the total investment, with the wash and lube 
facilities, was only about $12,000, so the jobber 
feels the payout will be satisfactory. 

There are other special situations which make 
the skid-mounted station appealing, even to a major. 

The portable station can capitalize on transient 
highway traffic because it is adapted to the short- 
term lease and short property conditions involved. 

Road planning uncertainty was the prompting 
factor for Humble’s use of a portable on its Hous- 
ton location. Humble chose the portable station to 
take advantage of the considerable gallonage at the 
site until the road construction situation clarifies. 

The changing highway picture also was a strong 
motivation for Signal. 

“With the many highway changes in recent years, 
it has become highly desirable, particularly in 
smaller communities, to have stations that can be 
moved,” says a source close to this development. 
“To meet this situation, we wanted something that 
looked like a standard station but which would re- 
tain the advantages of a portable.” 


What Lies Ahead 


Just what the future will bring for the skid- 
mounted portable is not at all certain. 

George hasn’t any illusions that the portable will 
ever replace the standard type permanent station, 
though he is convinced that the use of portables 
will increase. 

Nonetheless, he is sure that the majors will have 
to follow some course to accommodate changing 
marketing conditions. 

“I think that everybody will have to go to some 
kind of gasoline-and-oil-only station,” he says. 
“They’ve got to. The arithmetic makes it so. The 
trend already is established. Whether these stations 
will be operated under the major’s brand name, un- 
der an independent brand, or what, I don’t know. 

“Long-range, in this category, the majors prob- 
ably will go to something like a pre-fab station, 
resembling more closely their standard type of sta- 
tion than the present portable does.” 

The jobber representative is less inclined to be- 
lieve the majors will go to the gasoline-and-oil sta- 
tion, at least under their own brand names: 

“No major around here has stepped out, so far, 
to go with that kind of station. I don’t think they'll 
ever attempt to go without wash and lube facilities. 
That would take a tremendous amount of volume. 

“I know that some independents are getting 40,- 
000 gal. or 50,000 gal. or more through that kind 
of outlet, but I don’t think we, as majors, would 
ever attempt a deal like that.” ® 


NATIONAL PETROLEUM NEWS «+ December, 1961 





te pee ee 


Capacities tom 
Masha binactthnd 





# 


SUBMERSIBLE PETROLEUM PUMPS 
make underground bulk storage more economical! 


There are good reasons why underground bulk storage of petroleum products 
is becoming more popular with many companies. Less expensive tanks can be 
used. Tank foundations aren’t needed. Tank maintenance such as painting is 
virtually eliminated. Less fire hazard lowers insurance rates. Lower and more 
constant temperature of product reduces vaporization and shrinkage. When you 
combine these advantages with those of Red Jacket ‘“‘Big-Flo’”’ Submersible 
Pumps, underground storage is even more economical: 


Low Installation Cost. Red Jacket “Big-Flo” Wide Range Meets Your Capacity Needs. 
taeda agg e Seven models available in 1 HP to 5 HP. 
e Concrete base Ph 
¢ Pump house a Capacities from 140 to 275 GPM. 
e Suction piping e Discharge heads up to 110 feet. 
e Foot valves, check valves, gate valves e Ys and 2 HP service station models available. 


Lower Maintenance. Once installed a Red , , . 
Jacket “Big-Flo” Pump cuts maintenance Specifically Designed for Underground Pumping, 
costs five ways: Motor windings hermetically sealed. 
e No lubrication is needed. If tank pumps dry, “Totaltector” auto- 
e No shafts, coupling or drives to main- matically stops the motor. 
a ‘ ' dstuft Air eliminator and check valve are built-in. 
e Dangerous, messy rotary seals and stuff- : 3 
ing boxes are eliminated. Corrosion resistant metals used throughout. 
e Installation is vibration-free, to reduce Easy to install . .. easy to remove from tank. 
wear. Floating suction available. 
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Freres A ss Contact your nearest RED JACKET REPRESENTATIVE for complete information. 
equipment 

Charlotte 9, North Carolina, Jerry Huber, 2503 Westfield Rd. * Chicago 31, Illinois, E. L. “Al Marshsall, 6695 N. North- 
west Highway « Dallas 31, Texas, R. M. “Mac” Crowder, 6811 Coifax Dr. + Denver 4, Colorado, E. P. “Ted” Muller, 1010 
Yuma St. * Des Moines 9, Iowa, Ken Henss, 511 S. W. Ninth St. « Detroit 27, Michigan, Robert B. Cox 12250 Coyle Ave. « 
Hamilton, Ohio, C. E. ““Red’’ Weaver, 4223 Cincinnati-Brookville Rd. * Indianapolis 5, Indiana, Gardner Udell, 3820 College 
Ave. * Kansas City, Missouri, R. L. Faubion, Sr., 2525 S. W. Boulevard + Los Angeles, California, A. R. Sedgebeer, 2707 
S. Hill St. « Mi Mi ta, E. “Al” Zahl, 1516 So. 5th St. * New Orleans 17, Louisiana, Joe R. Mooney, 2704 
St. Claude Ave. P.O. Box 3294 « New York 36, N. Y., Henry D. Fairlie, 15 West 44th St. « Phoenix, Arizona, Lee Vaughan, 
3111 N. 34th Place « Pittsburgh 32, Pennsylvania, John F. Young, 235-37 Spahr St. « Portland, Oregon, George Mathews, 
325 N. E. 20th Ave. « San Francisco 3, California, R. E. Sanderson, 221 lith St. + St. Leuis 3, Missouri, E. A. “Ted’’ 
Downey, 2005 Locust St. « Seattle, Washington, Tom Baumgartner, 2927 First Ave. * Spokane, Washington, Don Buster, 
North 210 Helena St. 


RED JACKET MANUFACTURING COMPANY 


Petroleum Equipment Division, Box 270, Davenport, lowa 








a new, safer working vent from 


#548 FACES 
FACTS IN SAFE ~Z fel iaatseyal 
STORAGE OF 


FUEL LIQUIDS MEETS REQUIREMENTS OF NFPA 
Morrison Brothers Co., show- Pp amphlet #30 
ing traditional leadership in 


research and engineering, an- 
nounces its new ressure vac- J 
uum vent, #548! Here is a true V 
: i ent” that takes the 

f fuel liquid storage. 
ot ou invest 
tank. You i ith 19,100 
gallons of fuel oil at 10c a gal- 
lon, or gasolene at 20c a gallon. 
What do you do to protect that 
investment? 

The answer is simple . - - 
You top off your tanks with the 
safest, surest vent in the mar- 
ket . . . a Morrison #548! For 
a few cents a week your wor- 
ries are over. Check the #548 
today .. - it will do the job 
for you. 





























MORRISON 

MEETS NFPA BROS. 
REQUIREMENTS FIG.548 
OF PAMPHLET #30 


National Fire Protection Asso- 
ciation pamphlet #30 states: 
“Vent pipes shall discharge 
only upward or horizontally 
(not downward) in order to 


dispose vapors - Morrison Vent 
#548 is designed to meet and 
beat these specifications. Tests 
by a professional mechanical 


engineer show that the Figure FIG. 548 


#548 has a range from 8,000 " 
cubic feet per hour at 8 ounces Let it work for you... 


pressure to 30,500 cubic feet 
per hour at 5 pound pressure. LET IT PROTECT YOUR INVESTMENT 
i used in con 43 oF vine Why is this called a working vent? Because it is 
aenegene? Escapement Relief watch dog” at all hours, all seasons and und “pr 
| Valve. Available in 2” and 3” Pe a It literally ‘‘breathes"’ to relieve ms ~ 
in 2, 4, 6; 8, 12, and 16 ounce uild-up, temperature differential, or ears aha. 
pressure. pin rert at It will pay you to investigate now aie 
volutionary Morrison Pressure Va 
ORDER FIGURE #548 Order now—Figure #548—or write -segenaie ier 
brochure. Do it today. gape: 


write for descriptive brochure 


MORRISON BROS. CO. 


OIL EQUIPMENT H 
EA 
DUBUOE, IOWA DQUARTERS 
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Valve operator 


. for tank-truck emergency valves is 
said to have fewer parts and require less 
mounting area than any other emergency- 
valve operator. Type 570 features a new 
cable clamp with a tight grip, and a com- 
bination of fasteners in installation tech- 
niques that makes each unit vibration 
proof. Wheaton Brass Works, Union, N.J. 


Two-post lift 


. « . permits access to all underbody paris 
of all cars, even rear-engined imports. 
Absence on center bolster permits easy 
removal of drive shafts, transmissions, 
and mufflers. Wayne Pump Div., Sym- 
ington Wayne Corp., Salisbury, Md. 


Pressure coupling 


. » . has two bleed-off locks that give dou- 
ble protection at disconnecting if required 
by pressure in the line. After quick-con- 
nect handles are released, bleed-off locks 
are manually disengaged when pressure 
ceases. Interchangeable with existing 
heavy-duty adapters. Ever-Tite Coupling 
Co. Inc., 254 W. 54th St., New York 19, 
N.Y. 


New pump line 

. . . features newly designed dispensers 
in 48-in. and 51-in. models. Price chang- 
ing has been simplified by making the 
computer variator easy to reach. An- 
other improvement consists of a Delrin 
cam on the reset shaft to actuate the 
motor switch in place of levers and link- 
age rods. Bowser Inc., Ft. Wayne, Ind. 


Compressor series 


. . . featuring twin cylinders, are avail- 
able as basic units, horizontal or verti- 
cal tank-mounted, or as portable models. 
Like other Quincy units, the new units 
are pressure lubricated. Quincy Compres- 
sor Co., Quincy, Ill. 


Suspension gage 


. is adjustable in all directions and 
designed to handle all present torsion sys- 
tems. Can be used with twin-postlifts 


with wheel stands; with roll-on lifts; with | 


wheel alignment outfits; or on level floor. 


Weaver Manufacturing Div., 2100 S. 9th 


St., Springfield, Til. 
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INDIANA 


Gashoy PUMPS’ 


Forevery size consumer- 
Sc Lilliiledetel Mo latelt lim 
COFFIELD SUPPLY CO. 


1626 So. Main Street 
South Bend, Indiana 


NEW JERSEY 








Big PRICE SIGN 


OF 
DURABLE 
PLASTIC 
ON YOUR 
GAS 
PUMP... 


————__ 
—_ 
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WILL GUIDE CUSTOMERS 
TO THE GAS THEY WANT 


EMPRO PRODUCTS CO. 


357 McLean Blvd., Paterson, N. J. 
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EQUIPMENT SALES CO. 


164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representatives for 
Westinghouse, O.P.W., Lincoln 
Neptune, Huffman, Goodrich, 
Air, Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—°ARTS ENGINEERING SERVICE 
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E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering & Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 
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This Is Your Market Place 


Write Today for Advertising 
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Two meters 


. for small loading racks or other 
limited-capacity applications have been 
added to the Brodie line. Capacity of the 
B-40D is 80 gpm; the B-50D is 120 gpm. 
Working pressure for both is 125 psi. 
Balanced outlet valves for preset opera- 
tion are optional for both models. Ralph 
N. Brodie Co., San Leandro, Calif. 


Two-post lift 


. accepts wheelbase variations from 
88 in. to 148 in. Front and rear saddles 
of the MC-60 lift are fully adjustable to 
provide axle contacts on all models in 
accordance with the automobile manu- 
facturer’s specifications. Curtis Manufac- 
facturing Co., 1950 Kienlen Ave., St. 
Louis 33, Mo. 





REEL FACTS rit marcers 


There’s a 


Hannay reel 


designed to 
handle every 
size hose 


or cable 


greatest out most #FELS | 


Fast, economical handling of hose and static cable lines is a 
must in the oil marketing industry. Shown here are just a few 
of the wide range of Hannay reels specifically engineered to 
handle cable, and every type of hose used in oil marketing. 


The giant reel in the picture handles 1500 feet of 4-inch fuel 
hose. In comparison, the static grounding cable reel holds 100 


feet of 14-inch cable. 


Whatever your hose or cable handling problem, there’s a 
Hannay reel for the job. Write for detailed information. 


Reels for home fuel delivery, aircraft fueling, marine 
fueling and industrial fuel and lubricant service. 


CLIFFORD B. HANNAY & SON, INC., WESTERLO, N. Y. 











Hubodometer 


. . of new raised-bracket design can be 
used on all truck and bus wheels, front 
or rear, regardless of axle protection. 
Engler Instrument Co., 250 Culver Ave., 
Jersey City 5, NJ. 


Hand pump 

. is a lower-priced companion model 
to Tokheim’s high-vacuum, double-action 
line. Body Series 488 is of Du Pont 
Delrin in a natural red color said to 
never chip, peel or need refinishing. 
Tokheim Corp., Ft. Wayne, Ind. 


Equipment Literature . . . 





Motor bulletin 


. . . describes the Leland line of explo- 
sion-proof motors from 1 through 5 hp. 
All motors are UL approved for con- 
tinuous and intermittent duty in hazard- 
ous locations. Bulletin 1000, C. D. 
Leland Ohio Electric Co., Div. of 
Howell Electric Motors Co., 1501 Web- 
ster St., Dayton 1, Ohio 


Hose-reel catalog 


. . lists and describes 329 hose reel 
models and capacities, plus special reels 
for up to a 3-in. hose, together with ac- 
cessories and related equipment. In- 
cluded are such important developments 
as the new self-aligning rear bearing 
that eliminates axial stress during rota- 
tion. Catalog 1-E, Ardmore Products, 
1835 Shermer Rd., Northbrook, Ill. 


Fourth edition 


. of the Gasoline Pump Blue Book 
contains listed serial numbers with dates 
of manufacture for all gasoline pumps 
produced since 1950. Last previous edi- 
tion of the Blue Book, used chiefly for 
tax depreciation, was published in 1954. 
The new edition brings serial numbers 
up to the middle of 1961. Price $5.00. 
Gasoline Pump Manufacturers Assn., 
551 Fifth Ave., New York 17, N.Y. 
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E. J. Cogan 
Regional Sales Manager ; 
Syracuse Sia: ee A. F. Wiegand 
: : egional Sales Manager 
Syracuse 


_ Fred Spencer 
District Sales Manager 
Rochester 


Jim Rogers 

These are the men who supply highest quality petroleum District Sales Manager 
products — gasoline, diesel fuel, heating oils and kerosene — Utica 
to independent heating oil jobbers and private brand service 
station chains. 

Your Delhi representative renders on-the-spot decisions 
that enable buyers and jobbers to speed up purchasing and 
keep product requirements on a current daily basis. 

Invesigate Delhi as your supplier. Call your Delhi 
marketing man for highest quality petroleum products and 
on-the-spot marketing decisions. 


ne CO. 0.8 O'S eee Se ee eG OS Oe. 6 aa Se ee GS 


A fact-filled, eight-page booklet on Delhi, its operations and New York 
State terminal facilities is yours for the asking. Write E. J. Cogan, Delhi- 
Taylor Oil Corporation, 832 James Street, Syracuse, New York 


DELHI DELHI-TAYLOR OIL CORPORATION 


Regional Sales Office: 832 James Street, Syracuse, N. Y. 
General Offices: Fidelity Union Tower/Dallas, Texas 
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... With Butler buildings’ 


Mision 





OTONTHS 


The precision construction and performance of 
Butler buildings can help to step-up profits for 
every division in the oil industry. No matter 
what the end use or the size of the building may 
be, you can be sure that your Butler building 
will be efficient and economical. 

Production, gas processing, refinery and 
transportation buildings for offices, laborato- 
ries, unit control buildings, maintenance sheds 
and warehouses are fire-safe and weathertight. 
Clear-span interiors up to 120’ wide offer you 
complete freedom of interior planning. Superior 
curtain wall systems offer you speed of con- 
struction, and maintenance-free economy. 


standardized quality 


Marketing buildings for bulk plants and 
service stations offer these advantages. . . plus 
colorful, eye-catching attractiveness that builds 
community acceptance and attracts customers. 

Only Butler pre-engineered buildings offer so 
many construction exclusives which are a part 
of Butler’s standardized quality. Get full details 
on these features and the advantages of the 
Butler Building System before you build. Call 
your Butler Builder today. Ask him about fi- 
nancing, too. You'll find him listed in the Yellow 
Pages under “Buildings” or “Steel Buildings.” 


See Sweet's industrial Construction File—Section 8-B 


BETAL BUILDING BamuraCtuRERS assncanod 
Onan 


BUTLER MANUFACTURING COMPANY 


7454 EAST 13th STREET » KANSAS CITY 26, MISSOURI 


Manufacturers of Metal Buildings * Plastic Panels * Equipment for Farming, Transportation, Bulk Storage, Outdoor Advertising * Contract Manufacturing 


Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Kansas City, Mo. « Minneapolis, Minn. « Chicago, Ill. * Detroit, 
Mich. * Cleveland, Ohio * New York City and Syracuse, N.Y. * Washington, D.C. * Burlington, Ontario, Canada 
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Swivel-joint prices 


. . . are shown in a new 8-page price 
list, PL-SJ, that also illustrates all OPW 
swivel joints. Includes the new swivel 
joints for use with torsion-balanced 
liquid loaders and floating suction sys- 
tems. Replacement O-ring seals are 
listed on last page. OPW Div. of Dover 
Corp., 2735 Colerain Ave., Cincinnati 
25, Ohio 


“Drivers’ Paper Work” 


. . . is a bulletin summarizing reporis 
from 18 oil companies on how much 
paper work oil tank-truck drivers han- 
dle. Also includes findings on costs, 
education, and training. Bulletin No. 
1614, API Publications Section, 1271 
Avenue of the Americas, New York 
20, N.Y. 


Equipment catalog 


. is a new publication, No. 0-705, 
covering the complete A. Y. McDonald 
line of service-sta.ion equipment, truck- 
tank equipment, bulk-plant equipment, 
specialties, and parts. A. Y. McDonald 
Manufacturing Co., P.O. Box 508, Du- 
buque, lowa. 


Maintenance guide 


. . . for air compressors is a condensed 
wall-chart list of daily, weekly, ard 90- 
day maintenance needs designed to keep 
units in continuous operation. Champion 
Pneumatic Machinery Co., Princeton, 
Til. 


Flow characteristics 


. of Rockwell-Nordstrom lubricated- 
plug valves are described in a newly re- 
vised bulletin. Covers fundamental meth- 
od of determining pressure drop for all 
types and sizes and a rapid method for 
Venturi-type valves. Bulletin V-602, 
Rockwell Mfg. Co., Nordstrom Valve 
Div., 390 N. Lexington Ave., Pittsburgh 
8, Pa. 


Prestressed concrete 


. . . for circular storage tanks is the sub- 
ject of a new 16-page brochure. Contains 
engineering and construction data on 
floor, base, walls, and dome or roof, and 
a new tank-capacity chart. Also discusses 
economic advantages. The Preload Co. 
Inc., 355 Lexington Ave., New York 17, 
N.Y. 


Valves and fittings 


. used in service stations are covered 
in a new Buckeye catalog, the SSE-1. 
Included are new products introduced in 
recent months such as a new automatic 
nozzle, emergency valve, leak-detector 
valve, 3-in. and 4-in. tight-fill couplings, 
and extractor fittings. Buckeye Iron & 
Brass Works, P.O. Box 883, Dayton 1, 
Ohio. 
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Lift bulletin 


. illustrates and describes the Lincoln 
two-post and three-post Power Mas‘er 
lifts plus accessories, service stands, 
adapters and attachments, auxiliary oil 
reservoirs, and electric power units. 
Lincoln Engineering Co., 4010 Good- 
fellow Blvd., St. Louis 20, Mo. 





Equipment 


Ball-valve bulletin 


. enumerates the eight important fea- 
tures a buyer should look for. Also in- 
cludes a cutaway drawing a typical valve 
and an exploded view showing the one 
moving part, seats, and seals. Hydro- 
matics Inc., 5 Lawrence S!., Bloomfield, 
N.J. 


eliminate the expense of 
costly adapters 


SPEED DELIVERY 


ine MEDONALD 


VAPOR.-TITE FILL TUBE 


CLOSED 


3 EASY STEPS 


Statements like the above can be made by 


McDonald because of the reliability and rug- 
gedness of its popular VAPOR-TITE FILL TUBE. 
This is the ONLY fill tube that completely 
eliminates the need for expensive ADAPTERS, 
COLLARS and other time-consuming hand 
locking devices. With the McDonald Vapor-Tite 
tube the operator just drops the tube into the 
underground tank fill pipe . . . gently pushes 
down the handle, which expands the sleeve 
and guarantees a VAPOR-TIGHT seal. 
VAPOR-TITE fill tubes are constructed of 
special ALMAG-35 . . . strongest aluminum 
alloy known, is corrosion resistant and can 
stand plenty of rough treatment. 


Made in 5 convenient sizes: 
@ 2” inlet x 2” outlet © 3” inlet x 3” outlet 
© 3” inlet x 2” outlet © 4” inlet x 4” outlet 
@ 4” inlet x 3” outlet 


HANDLE THE BEST ... HANDLE 
M€DONALD VAPOR-TITE FILL 
TUBES 


See Your Nearby McDonald Dealer 
or Write 





Push Down 
andle, 
Sleeve Seals 


Tight 





No Adapters 
No Vapor 
Escape 


REAL FAST FILL 


3] 











av. MEDONALD we. co. 


Dept. NPN 1261, 12th & Pine Streets 
Dubuque, lowa 











Write for Information on These Two McDonald Items 


e VAPOR-TITE FUEL OIL FILL SYSTEM for HOME DELIVERY 
@ McDONALD SAFE-T-MATIC NOZZLE . . . FILL GAS OR DIESEL TANKS 


AT FULL CAPACITY . . . Fully Automatic e No Foaming, No Topping 
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Equipment 


Installation guide 


. . . for underground tanks and piping 
at service stations has been completed 
by the operations and engineering com- 
mittee of the American Petroleum In- 
stitute. API bulletin No. 1615 is priced 
at 25¢ for single copies. Quantity dis- 
counts available. API Publications Sec- 
tion, 1271 Avenue of the Americas, New 
York 20, N.Y. 


Equipment People . . . 





H. D. Weller is now vice president 
and director of marketing, a newly cre- 
ated position at White Motor Co. He 
came to White from Firestone in 1952 
and has filled a series of sales posts, in- 
cluding that of New York regional vice 
president. 

At the same time B. S. Lucas, former 
Charlotte branch manager, has _ been 











al 
NINETY 


FOR GASOLINE, DIESEL, KEROSENE, ETC. 
FARMS FLEETS INDUSTRY CONSTRUCTION 


It's ruggediy handsome. . 


. lower in first cost and 


easier to handle and install. Its long life direct-drive 
pumping unit and all bronze meter deliver a fast 
14 g.p.m. of accurately metered product. All mechani- 
cal components are easily reached in a matter of 
moments through plainly marked “O” ring sealed 


cover plates . . 


. absolutely negligible to maintain. 


Order the new IMPERIAL 90 today and let its economy 


and performance go to work for you. 


WILSON’S SONS, INC. 


LANSDALE, PENNA.. 


MODEL 90 


MANUFACTURERS OF GASBOYS, KEROBOYS, OILBOYS & ROTABOYS 
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named southeastern regional vice presi- 
dent. W. L. Peterson, former branch 
manager at Philadelphia has been named 
sales manager of the White division and 
will make his headquarters at Cleveland. 
© 
James T. Mon- 
roe has _ been 
named Chicago 
marketing mana- 
ger of Guardian 
Light Co., manu- 
facturer of out- 
door-lighting 
equipment and ac- 
cessories of Oak 
Park, Ill. Monroe 
was recently asso- 
ciated with the 
Revere Electric 
Manufacturing Co. as a sales representa- 
tive. Prior to that he held sales and mar- 
keting positions with major oil compa- 
nies. 


; 


Monroe 


* 
W. H. Moore 

has been named 

sales manager of 

the automotive di- 

vision of Aro 

Equipment  Co., 

Bryan, Ohio. He 

has been with Aro 

since 1941. In 

other changes at 

Aro, George He- 

cox, former chief 

engineer, has been 

named manager of 

engineered sales; W. G. Kautz becomes 
chief engineer and will concentrate on 
new-product development; and Don G. 


| Reed, former sales manager of the spe- 


cial-products division, becomes assistant 
to the vice president. 
ee 

William E. 

Geidt has _ been 

made manager of 

marketing of In- 

land Steel Con- 

tainer Co., the pail 

and drum manu- 

facturing division 

of Inland Steel 

Co. His headquar- 

ters will be at the 

general office, 

6532 S. Menard 

Ave., Chicago. 

Geidt has been assistant manager of 

sheet and strip sales division and was 

advertising manager before that. 

e 


Arthur S. Clarke has been named 
eastern division manager of the Ralph 
N. Brodie Co., with headquarters in Mt. 
Vernon, N.Y. Don Kingsley has been 
transferred to the post of special repre- 
sentative to major oil companies with 
headquarters in the Brodie sales office 
in the Chrysler Bldg., New York City. 

eS 

Macauley Irwin, president and general 
manager of Quincy Compressor Co., died 
of a heart attack in his Quincy, Ill., home 
on August 19. He was 67. 
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Our 17% fuel oil hose 
now sports extra muscle 


It’s B.F.Goodrich Type 83—stronger inside, tougher outside 
—built to last for years 


HAT 13%” hose can deliver fuel oil 

20% faster than 14” hose— yet it 
takes little if any more room on the reel. 
Trucks can make more deliveries pet 
day. Recent improvements make this 
B.F.Goodrich hose an even better buy. 

It's stronger inside. Now three braids 
of extra-strong rayon cord are used as 
the reinforcement. This added strength 
helps the hose keep its full round shape 
at all times. Prevents hose from kink- 
ing on the reel, or collapsing under 
pressure to stop or slow down flow. 
Gives the hose better crush resistance. 


It's tougher outside. The cover is made 
with new rubber compounds that give 
exceptional resistance to abrasion. Type 
83 hose can be dragged over curbs, 
along rough driveways, or pulled 
around corners without damage. Gas- 
oline, oil or grease won't hurt it. Hot 
sun won’t crack or check the cover. 
Freezing weather won't make it stiff. 
And, of course, the tube of this hose 
is completely resistant to oils, gas- 
oline, kerosene, etc. 

This improved 1%” hose can help 
you get faster deliveries and will last 
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longer doing it. So why settle for any- 
thing less? Be sure to talk to your 
B.F.Goodrich distributor about Type 
83 next time you need fuel oil hose. 
B.F.Goodrich Industrial Products Co., 
Dept. M-191, Akron 18, Obio. 


B.EGoodrich 


FUEL OIL HOSE 








14 


eS 


UNITED DELCO? WHAT'S IN IT FOR ME? 


say Delco 


AND TAKE THE GUESSWORK OUT OF THE TUNE-UP 
AND LIGHT-REPAIR BUSINESS! 


Simply say Delco for training that serves you three 
ways: (1) Free Service Training for you and your 
employees, through your United Delco supplier. Study 
in a nearby GM Training Center with fully equipped 
classrooms ... the kind of training you need to per- 
form top-notch service. (2) Special courses in Tune-Up 
are available to you from an entire fleet of United 
Delco Traveling Training Units. These units and a 
factory instructor roll right into your home area. 
(3) Periodically you get the free United Delco booklet 
“Service information for Engineered Performance” 
with valuable service tips . . . specification changes 
. . . detailed information on how to perform service 
' operations. And training is only one way you benefit 
when you simply say Delco! There’s much more! 


m@ EASY STOCKING OF PARTS in United Delco cabinets 


152 


that exactly fit your needs . . . shelves and drawers are 
organized and clearly marked for efficient storage. 

@ DELCO INVENTORY CONTROL CARDS for your 
cabinet are checked periodically by your United Delco 
supplier to help cut inventory problems. 

@ DELCO CATALOG INFORMATION ... all the latest 
application information to help you do a better job. 

@ UNITED DELCO ADVERTISING ... hard-hitting sales 
boosters that back you up with network TV, radio, maga- 
zines, outdoor boards... all reminding car owners in your 
area of the quality service you offer and the broad coverage 
lines you handle. 

@ UNITED DELCO LINES .. . famous products of many 
General Motors Divisions, distributed through United 
Delco: Delco Remy Electrical System Parts « Delco Bat- 
teries « Delco Rochester Carburetors, Repair Kits and 
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Chemicals e¢ Delco Packard Wire and Cable e 
Products Shock Absorbers ¢ Delco Harrison Thermo- 
stats « Delco Hyatt Bearings * Delco New Departure 
Bearings ¢ Delco Guide Automotive Lamps and Lamp 
Parts « Delco Moraine Brake Fluid and Brake Parts « Delco 
Appliance Windshield Wiper Systems, Heater, Defroster 


Delco 
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MEMO: 


Seen by your customers in 
14 leading trade magazines! 


and Accessory Motors « Delco Radio Automotive Radios 
and Electro-Mechanical Devices * AC Service Parts « 
Hydra-Matic Transmissions. And this is only the beginning! 
Call your United Delco supplier today, simply say Delco 
... and get a// the details of what's in it for you from 
United Delco. 


UNITED MOTORS SERVICE, Division of General Motors 





eh Dida Utes 





The Delco-Rochester replacement carburetor is designed to satisfy quality conscious 
dealers. It matches the original equipment carburetor for reliability because both come off 
the same assembly line. And reliability is just the beginning. m Every Delco-Rochester 
carburetor is calibrated for peak performance and economy before it leaves the factory. 
Each retail sale gives your dealers a triple payoff: a low price to offer owners, more profit, 
plus repeat business from satisfied customers. m A reliable replacement carburetor is 
only one of the high-volume items available when your customers simply say Delco. For 
extra profit, get them to stock the complete line of Delco-Rochester service 
and replacement parts. They're distributed nationally through Umited Delco. 


ROCHESTER PRODUCTS, Division of General Motors 
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WHAT’S 
NEW 
IN 


Light-weight carburetor 


. . . designed for compact cars has been 
added to the Holley line. Weighs only 
half as much as previous model used for 
similar applications. Model 1909 will be 
used initially on several Ford Motor ve- 
hicles. Features a single-unit aluminun 
carburetor body and zinc air-horn as- 
sembly. Holley Carburetor Co., Warren, 
Mich. 


Hose-clamp tool 


. is a pocket-size device for releasing 
the grip of spring-type hose clamps so 
that the hose can be pulled free with the 
clamp and tool still in place. Provides 
a fast method of checking hose connec- 
tions for leakage when antifreeze is in- 
stalled. Borroghs Tool & Equipment 
Corp. 2429 N. Burdick St., Kalamazoo, 
Mich. 


Deicer and dryer 


. . . for gasoline lines has been added 
to the Prestone line in a 12-oz. can with 
a suggested retail price of 65¢. A special 
6-pack of the deicer offers the consumer 
an Eveready magnet shop light ($2.49 
value) for one dollar and six tear flaps 
from the tops of the cans. The heavy- 
duty flashlight is shipped direct to the 
customer. Union Carbide Consumer 
Products Co. Div. of Union Carbide 
Corp., 270 Park Ave., New York 17, 
N.Y. 





Truck battery 


. added to the Delco line is called 
the DC-250 High Duty. Features glass 
retainer mats bonded to rubber separa- 
tors, double-sealed terminals, unitized 
case, and cover assembly; splash-proof, 
high-impact vent caps. United Motors 
Service, General Motors Bldg., Detroit 2, 
Mich. 


Brake tool 


. is said to permit adjustment of all 
Bendix fixed-anchor brakes before drum 
and wheels are installed. Manufacturer 
claims new tool saves 20 minutes on 
every job and eliminates troubles caused 
by blind adjustment. Price $8.90. Ammco 
Tools Inc., 2100 Commonwealth Ave., 
N. Chicago, Ill. 


Carburetor kit 


. contains a Holley model 1920 car- 
buretor and parts to adapt it to fit 6-cyl. 
engines including the 1960-62 Dodge, 
225 cu. in.; the 1960-62 Valiant; and 
1961-62 Lancer, 170 and 225 cu. in. 
Holley Carburetor Co., Warren, Mich. 


Heavy-duty lamps 

... are available from Tung-Sol in a see- 
through plastic merchandiser and stock 
bin. Assortment #60HD, consisting of 
60 12-voli lamps, sells to dealers for 
$15.91 with no charge for the merchan- 
diser. Tung-Sol Electric Inc., 1 Summer 
Ave., Newark, 4. N.J. 


Portable brake shop 


. incorporates new design and con- 
struction features. The Ammco No. 30 is 
a combined drum lathe and shoe grinder 
with new versatility that permits grind- 
ing all American and European shoes. 
Ammco Tools Inc., 2100 Commonwealth 
Ave., N. Chicago, Ill. 
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Bearing cabinet 


. Stores a complete stock of automo- 
tive bearings and oil seals. Measures 6- 
in, deep x 12-in. high x 15%4-in. wide, 
and is key-slotted for wall mounting. A 
Delco New Departure/Hyatt pocket ap- 
plication catalog comes with each cabi- 
net. United Motors Service, General Mo- 
tors Bldg., Detroit 2, Mich. 

i 


+ 19; * . ‘ . 
Liquid spray 

. called Moisture Guard has been 
added to the Du Pont No. 7 line. Dis- 
places water when sprayed on wet spark 
plugs, wires, coil, or distributor. Also 
protects metals from rust and can be 
used as a penetrating lubricant on cor- 
roded nuts, bolts, locks. Suggested retail 
price for 8-oz. aersol can, $1.75. E. J. Du 
Pont de Nemours & Co., Wilmington 98, 
Del. 


TBA Literature .. . 





Tire manual 


is a 40-page booklet devoted to 
maintenance of off-highway tires. Includ- 
es inflation tables, instructions for 
mounting, demounting, and repairing, 
and discusses tire-abuse problems. Rub- 
ber Manufacturers Assn. Inc., 444 Madi- 
son Ave., New York 22, N.Y. 


TBA Suppliers ... 





Prest-O-Lite Battery Co. Ltd. has com- 
pleted a new battery plant in Drummond- 
ville, Quebec, The company, a subsidiary 
of Electric Autolite, also has plants in 
Toronto and Calgary. 


* 
Champion Spark Plug Co. has won 
its suit against J. Olsen Trading Co. 
and Argentine American Export and Im- 
port Corp. The latter two companies 
bought 1,300,000 plugs from Champion 
for export but secretly diverted the plugs 
to the U.S. market. Champion got a 
judgment for $208,000. 
8 
Bendix Corp. has formed a new divi- 
sion called Bendix Automotive Service 
to handle after-market sales of the prod- 
ucts of eight manufacturing divisions 
including filter, brakes, fuel pumps, 
power steering, carburetors, universal 
joints, ignition systems, and _ starter 
drives. 
(Continued on next page) 
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TESTS SHOW TOLAD 
MOST EFFECTIVE 
MOST ECONOMICAL 


for minimizing sludge 


in me cicser fuel 


Wee 


1. Diesel fuei with no additive shows large agglomera- 
tions in excess of 30 microns. 2. With Additive “X” at 
100 ppm, aggiomerations averaged 4-5 microns 
Treating cost was $24.60/M bbls. 3. Additive “Y", 
at 100 ppm, left hydrocarbon masses larger than 
5 microns. Cost: $20.40/M bbis. 4. Same concentration 
(100 ppm) of TOLAD Fuel Additive dispersed residue 
into small particles averaging % micron at cost of 


$18.60/M bbis. aes 


Test samples of fresh #2 diesel fuel were 
treated with Totap* Fuel Additive and 
two other additives at 100 ppm. These 
samples along with one containing no ad- 
ditive were subjected to a 12-week storage 
test at 110°F, after which the sludge par- 
ticles were photographed through a 6000- 
power electron microscope. 


These photomicrographs clearly demon- 
strate the superior dispersion qualities of 
Toxap. 


Totap pays you by paying for itself in 
maintaining the quality and salability of 
your diesel fuel. 


Totap is available in 16 formulas to solve 
your fuel-treating problems. Tretolite labo- 
ratories will test your fuel and recom- 
mend the correct Totap Fuel Additive 
formula for your specific requirements. 
For complete information on Totap, or 
test arrangements for your fuel, call or 
write ..._ 

* Registered trademark, Petrolite Corporation 


PEHTROLITE 


CORPORATION 


TRETOLITE COMPANY 


00 South Povnte Street, Brea, California 


Offices and Representatives in 
CANADA «+ ENGLAND «+ VENEZUELA « BRAZII 
COLOMBIA « GERMANY « ITALY « JAPAN « KUWAIT 

MEXICO * NETHERLANDS «© TRINIDAD 


FA-60-4 








Tires—Batteries—Accessories 





Next year’s TBA conventions have 
been set far in advance for the first 
time. The West Coast meeting will be 
at the Mountain Shadows Hotel, Phoe- 
nix, Ariz., March 29-April 1. The Cen- 
tral Section is going back to the Foun- 
tainbleu hotel in New Orleans, April 
30-May 1. The Eastern meeting will be 
at the Hotel Hershey, Hershey, Pa., 
June 7-9. 


TBA People .. . 





Richard C. Witt- 
lieb has been 
named service and 
educational repre- 
sentative for Hol- 
ley Carburetor Co. 
He will service the 
midwest and west- 
central regions for 
Holley, making 
his headquarters 
in Chicago. Witt- 
lieb attended De- 
Paul University 
and served in the U. S. Army during 
World War II. Since 1945 he has been 
in sales and service with autcmotive in- 
dustry firms. 


Wittlieb 


© 
Edward B. Harris has been southwest 
division manager for Firestone with 
headquarters at Dallas. He was previous- 
ly Baltimore district manager. 
« 

William Hicks 
has been named 
manager of pas- 
senger-tire sales 
for Cooper Tire 
& Rubber Co. He 
was formerly 
budget sales man- 
ager and _ sales 
order supervisor. 
Since joining the 
company in 1952, 
Hicks has _ held 
various positions 

in Cooper’s advertising and sales depart- 
ments. He is now responsible for passen- 
ger-tire sales through Cooper branches 
and dealers. 

& 

Robert G. Hill 
has been named 
vice president of 
sales of Leece-Ne- 
ville Co., Cleve- 
land, manufactur- 
er of alternators 
and other automo- 
tive electrical 
units. Hill has 
been with the com- 
pany since 1941 

Hill in a variety of ca- 
pacities including 


assembly, engineering, technical and 


| sales departments. 


. 
J. W. McKenzie has been named man- 
ager of special-account sales at Seiber- 


ling Rubber Co., succeeding C. J. Marx, 


retired. Since joining Seiberling in 1957, 
McKenzie has served in advertising, serv- 
ice, and passenger-tire sales. He was an 
oil-company sales representative before 
his recent promotion. 
2 

Urban H. Bauske has been named 
sales manager for automotive replace- 
ments sales of Dayco Corp., Rubber 
Products Div., with headquarters at Mel- 
rose Park, Ill. 

e 

John O’Dea is the new TBA manager 
at Shell Oil Co., succeeding W. L. Rock- 
well. O'Dea for many years has super- 
vised the marketing of Shell's private- 
brand line of antifreeze, insecticides, and 
other specialties. Rockwell’s new respon- 
sibilities are in the field of dealer rela- 
tions and service-station development. 
« 

George I. 
Rounds has been 
named director of 
field operations 
for Tyrex  Inc., 
with headquarters 
at the Tyrex of- 
fice in Akron, 
Ohio. He _ has 
charge of the pro- 
motion of Tyrex 
rayon cord in pas- 
senger - and truck- 
replacement tires 

through a national staff of field repre- 
sentatives. Rounds wes previously vice 
president in charge of marketing at In- 
dustrial Rayon Corp. 

® 


Rounds 


Rob -rt J. Thomp- 
son will be travel- 
ing throughout the 
United States in 
his new job as a 
representative for 
Guaranteed Parts 
Co. Inc, manufac- 
turer of ignition 
service parts at 
Seneca Falls, N.Y. 
Thompson w as 
previously a dis- 
trict sales manager 
and also a regional service manager for 
the Electric Autolite Co. of Toledo. In 
his new post he will make his headquar- 
ters at Seneca Falls. 

o 


Thompson 


Edward W. Ro- 
gers is the new 
brand manager for 
the Dowgard auto- 
motive products 
line of Dow Chem- 
ical Co. He re- 
places Garland G. 
Fritts who is join- 
ing a management- 
consultant firm. 
Rogers was for- 
merly merchan- 
dising manager for 
Dow’s building products, The automotive 
line now includes three products: Dow- 
gard Full-Fill coolant; Dowgard anti- 
freeze; and a new cooling-system cleaner. 


Rogers 
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There’s something new under the wraps for 
Tidewater Oil Company (Eastern Division). 


It’s anew line of passenger tires made with nylon cord exclusively! 


Every one of the new passenger tires introduced by the 
Eastern Division of Tidewater Oil Company is made with 
nylon cord. They used to carry both rayon and nylon. 

By eliminating rayon cord tires, they simplified tire 
inventories. Now, Tidewater dealers can maintain an 
efficient tire operation without costly duplication of sizes, 
types and styles in both rayon cord and nylon cord. Every 
Tidewater customer now gets the safest tire for his money. 

There’s no question about it. No matter what tire a cus- 
tomer needs or how much he wants to spend, nylon cord 
tires are safer. Nylon has over twice the impact resistance 


of rayon cord (sometimes called Tyrex rayon) and is al- 
most twice as strong as rayon cord at turnpike speed 
temperatures. And, grade for grade, tires made with nylon 
cord run cooler than any other tires on the market. 
It’s plain to see why forward-thinking 
tire marketers like Tidewater are going 
100% nylon. If you could give consumers 
the extra protection needed for today’s 
high speed driving, and at the same time 
simplify dealer inventories and help 
them increase profits . . . wouldn’t you? 


Chemstrand makes only the yarn; America’s finest tire manufacturers do the rest. 


CHEMSTRAND corporaTION MAKES CHEMSTRAND® NYLON AND ACRILAN® ACRYLIC FIBER © GENERAL SALES OFFICES: 350 FIFTH AVENUE, 


NEW YORK I, N. Y. . 
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DISTRICT SALES OFFICES: New York 1; Akron, Ohio; Charlotte, N. C. 7 


Canadian Agency: Fawcett & Co., Toronto 
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TANK TRUCK METERS 


another fine product by 


ROCKWELL 











PHILLIPS 
The brand 
66 that means 


business 


Phillips 66 batteries help spark a profit- 
able TBA business. Top quality Phillips 
66 products keep customers happy, 
keep them coming back. And Phillips 
business boosters...sales aids, business 
counseling, technical advice . . . keep 
your business healthy and vigorous. 
To find out more —write, wire or phone: 


PHILLIPS PETROLEUM COMPANY 
Bartlesville, Oklahoma 
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WHAT'S 
NEW 
IN 
PREMIUMS 





NAPKIN RACK doubles as letter holder. 
Fashioned of “Lustre-Bright” brass-plated 
wire. Suggested retail price is 59¢. Artistic 


INDIVIDUAL MOLDS come in 5-oz. sets 
of four, eight, or singly. Cost 8¢ each 
in bulk. Suggested retail price is 25¢. 
Color Craft Co., 802 East Market St., 
Indianapolis 2, Ind. 


SOLID OAK TRAY measuring 11x17 in., 
embossed with gold and silver geese. 
Cost $1.60 in gross lots. Vicki Enterprises 


BRASS MINI-PLANTERS with artificial 
flowers, bubble-packed in pairs for dis- 
play. Cost to dealers is $5.40 for a dozen 
pairs. Aluminum Housewares Co. Inc., 
Ambassador Bldg., St. Louis 1, Mo. 


DINNERWARE in the “American Beauty” 
pattern costs 90¢ for a four-piece place 
setting or $3.20 for 16-piece starter set. 
Sabin’s Mfg. Co. Inc., McKeesport, Pa. 


Wire Products Co., Taftville, Conn. Inc., 155 Hudson St., New York 13, N.Y. 


wee THe PRESSURE. 
GET IT AUTOMATICALLY 


ACCURATELY! 


NEW AUTOMATIC 


opw 
TIRE INFLATOR 


Here’s an easy, inexpensive accurate way of inflating 

tires automatically. It’s the new OPW Automatic Tire QUICK-SET 
Inflator. inflates tires to a pre-set pressure, then shuts ae O DIAL 
off automatically. Just dial the setting and inflate. os 

Styles available for passenger car tires and for truck, 


bus, airpiane tires. 


DOVER CORPORATION §| DIVISION 
2735 Colerain Avenue e Cincinnati 25, Ohio @ Kirby 1-5400 
VALVES, COUPLINGS. SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 


& 
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LASTING 
ACCURACY 
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The technical, training and marketing services that this tankcar represents are a bonus that users 
of DuPont antiknocks find as valuable to them as the antiknocks are to their gasolines. Helping 
you profit from these services is another practical advantage of doing business with Du Pont. 

E. |. duPont de Nemours & Co. (Inc.), Petroleum Chemicals Division, Wilmington 98, Delaware. 


ANTIKNOCKS and other PETROLEUM ADDITIVES 


806. u 6. pat. OFF 


Better Things for Better Living . . . through Chemistry 





STATIONS DESIGNED 


TOTAL 
SERVICE 
CONCEPT 


BEST DRESSED 
DEALERS 





TENNECO LOOK 


eco. The new look. Profitable from the word go 
e're going. Bright, roomy, clean stations where 
drive in... dealers are proud 

neat, comfortable uniforms. 
his guy's apro’’. And he is! He’s 

en for his job. He’s backed up 

time promotions nobody’s ever thought of 
ivertising that gets to the pub- 

5 that really sell.e And prod- 


ucts. ‘Total Gasolines”. . .Tenneco Regular and 
Tenneco Premium have the same premium .ingredi- 
ents. The difference is in octane rating. New oils 
Oils that work with Tenneco gasolines so perfectly 
we call them ‘‘Quality Twins’. « The time is right. 
Tenneco is new, big and going places. Contact your 
Tenneco Representative. He'll give you the facts. 
Tenneco is the sign for you. TENNECO OIL COM- 


PANY, P.O. BOX 18, HOUSTON, TEXAS. 


TENNECO...SIGNPOST FOR THE SIXTIES 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS @ SUPPLY/DEMAND e MARKET OUTLOOK e MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Weather is the major controlling factor in determining 
distillate-fuel-oil demand, because heating takes 67% of U. S. consumption; but 
new markets are increasing demand in warm seasons 


Market Outlook: Prices appear about to become firm at the western end of the 
Great Lakes Pipe Line after three of the roughest months on record, but the out- 
look is glum at Chicago and in the area Chicago prices influence page 166 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts; trend 
analysis, industry statistics and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 

Supply and demand Market barometer 

Market outlook Key crude oil prices 
Refinery/terminal prices . 

STATISTICS Tank-wagon prices ... 

Petroleum indicators Prices in 55 cities ... 

State gasoline consumption NPN gasoline index . 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 








MILLIONS OF BBLS YEAR AGO | AR AGO NPN PRICE AVERAGES* 
240-4 rr, t eT Refinery /Terminal 
(¢ per gal.) 


a 

— GASOL Nov. Oct. Nov. 

200-F 1961¢ 1961 1960 

180-7 Gasoline 

160- (reguiar) 11.14 10.92 11.94 
Kerosine 9.74 9.72 11.26 

140- la ‘ Distillate 8.78 8.78 8.84 

1204 DISTILLATE Residual 4.66 4.68 5.01 
4 principal 

products 8.77 8.67 9.36 

Lube oil 24.59 24.59 24.47 

Crude at well 

be RESIDUAL * ($ per bbl.) 2.89 289 2.88 


@ 2688S Fea0m saad 
ee oor oe 4 








e*®e awesome 
_ ssatna nase a © "See eae eeene 
*Weighted average price, princi- 
5 pal markets. Crude prices middle 
| es ee | of month, not monthly average. 
O-oNnN Dd tThrough Nov. 10. 











| 
ne Yee | 

















* Hawaii included from March ’60 on. 


MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) November 1961° October 1961 November 1960 
Finished and unfinished gasoline egies bbl.) 182,284 183,314 188,726 
Kerosine (thous. bbl.) ........... ; 37,088 36,956 36,722 
Distillate fuel oi] (thous. bbl.) hee 179,858 178,287 173,913 
Residual fuel oil (thous. bbl.) . yee Pee Ens 49,523 49,132 49,525 
Crude oil—B. of M. (thous. bbl.) ts Biel acy 2's wis ae 250,766 250,983 239,528 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) .................. 8,197 7,893 
Foreign crude included (thous. bbl. daily) 1,048 944 
% of refinery capacity operated : : 82.4 80.8 


Refinery Output 
Gasoline (thous. bbl. daily) ............... ; 4,129 
Kerosine (thous. bbl. daily) Pee hase Se 413 
Distillate fuel oil (thous. bbl. daily) ............ . 1,829 
Residual fuel oil (thous. bbl. daily) 904 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) ............ ‘ 7,133 
Crude oil imports (thous. bbl. daily) ......... fe : 999 


*Through Nov. 10, except crude stocks, Nov. 4. 
Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month Year Ago 


Exports of crude and refined products (thous. bbl.) 5,752 (Aug.) 4,938 6,027 
Average station gasoline price, ex tax (¢ per gal.) ........ 20.09 (Nov.) 19.87 21.31 
Service station sales—all commodities ($-million) .... 1,510 (Sept.) 1,627 1,470 
Gasoline consumption (million gal.) .................... 5,787 (June) 5,678 5,698 
Passenger cars—domestic shipments (thous. ) 360 (Sept.) 168 378 
Trucks and buses—domestic shipments (thous.) . me 67 (Sept.) 56 66 
Passenger-car replacement tire shipments thous.) 2 6,354 (Sept.) 7,266 5,749 
Replacement battery shipments (thous.) . Spi das ge oleae 2,672 (Aug.) 2,093 2,550 
og 8 ee ee eae ae 35.9 (July) 44.1 34.9 
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Supply and Demand 





How Distillates Are Growing 


New uses increase the demand 
during the heating off-season 


EATHER is the major controlling factor in 

distillate-fuel demand, since space heating 

uses 67% of U. S. consumption. But other uses 

are creating a growing market for this refinery 
product. 


For 1962, Independent Petroleum Assn. of 
America predicts total distillate-fuel-oil demand 
will be 1,962,000 b/d, with normal seasonal tem- 
peratures. This is 1.5% higher than the 1,932,000 
b/d forecast for all of 1961. 


Requirements for 1962’s first quarter, when 
heating-oil needs are usually highest, are forecast 
at 2,750,000 b/d, compared with actual demand 
of 2,660,000 b/d in the first quarter of 1961. 

However, distillate-fuel demand will be a size- 
able volume in the heating off-season (from April 
to September) of 1962. Requirements for this period 
are forecast at 1,410,000 b/d. Demand during the 
six-month off-season period now is 36% of the 
annual total; a few years ago it was 34%. 

In 1961 (see chart), off-season demand averaged 
1,415,000 b/d for the six months, 6.8% larger 
than in the same period of 1960. This high is 
partially accounted for by heavy shipments from 
refineries during the summer, in anticipation of a 
possible labor tieup in the fall on barge transporta- 
tion. Distillate demand in the April-September 
period in 1961 was 11.2% higher than in the same 
six months of 1957; total distillate demand in- 
creased 6.2% over the same period. 


The current trend of demand in the heating off- 
season reflects efforts by oil companies to develop 
new markets for distillate fuels. 


Through National Oil Fuel Institute, in cooper- 





Distillate-Fuel-Oil Stocks 
Oct. 31, 1960—Oct. 31, 1961 
(1,000 bbI., API data) 
Oct. 


31, Oct. 31, 
1961 


Chan 
1960 1% 


+ 316 
+ 185 
+ 501 


— 412 
—1188 
— 361 
— 629 
— 2590 


— 2089 
+ 690 
_ 1399 





71,927 
24,744 
96,671 


40,521 
13,147 

2,917 
10,321 
66 


Total coastal. 
Ind.-Ill.-Ky.-Minn. 
Wis.-Dakotas. . . 
Okla.-Kan.-Mo.. . . 


y 
Other inland...... 
Total inland. . 


Total U.S.... 179,581 
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million b/d 


U. S. Distillate-Fuel-Oil Demand 
Daily Average, 1960-1961 
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ation with marketing companies, installation of oil 
hot-water heaters has been promoted in many 
areas. Distillate fuel oil is being used experimentally 
to operate air-conditioning units in farm buildings, 
where competition from electricity is weaker than in 
urban areas. Curing crops by distillate burners, an 
established practice for tobacco, is being extended 
to various grains. Weed-control is another actual 
and potentially larger use for distillate oils. 

In other fields, such as automotive diesel fuel 
and marine fuel, distillates are finding a growing 
market in all months. Automotive diesel-fuel de- 
mand increased 50% in the five years from 1956 
through 1960. More intensive market-development 
work by oil companies will increase these and other 
uses of distillate fuels, particularly in the heating 
off-season. 

Current distillate fuel oil stocks are close to their 
1960 levels. (See table.) On Oct. 31, inventories in 
the East and Gulf Coast districts were 500,000 
bbl. larger than the year before. In the inland 
refining districts, they were 2,590,000 bbl. less. 
Largest gain in inventories was in the West Coast 
district. 

Distillate fuel oil stocks on Sept. 30—166,200,- 
000 bbl.—were 8-million bbl. higher than con- 
sidered adequate to start the current heating season. 
From their Oct. 31 level of 178,182,000 bbl., these 
stocks will have to be reduced 37-million bbl. to 
meet estimated adequate levels of 141-million bbl. 
on Dec. 31. Last year, in the same two months, 
because of the severe, early winter, distillate-fuel- 
oil inventories were reduced by 41-million bbl. & 





Market Outlook 





Eastward Ho, and Down They Go 


© LOOKS as if price-cutting capers will relocate from the western leg of the 
Great Lakes Pipe Line to the eastern end in time to gladden Oklahoma re- 
finers’ holiday spirits and sadden Chicago-area suppliers. After three of the 
roughest months on record, the price outlook is definitely improving for all Mid- 
Continent sellers. Not so at Chicago and the vast (and fast getting vaster) market 
area influenced by Chicago prices. 

First the good news. The recent 1¢ gal. gasoline hike at the Group seemed to 
catch on. Prices were raised from a record low that apparently nettled most 
sellers to the point at which they were prepared to do anything—even risk losing 
a few customers—to get back to a profit-making level. Now there’s talk of the 
market likely gaining another 0.5¢ soon because prevailing tank-wagon postings are 
geared to an 11¢ Group 3 wholesale price. With the posting at 10.5¢, there ap- 
pears room for a 0.5¢ boost. 

Fuel oil has started the season in splendid shape in the Group. Inventories 
held lower than a year ago despite unseasonably mild weather. First price ad- 
vances stood up surprisingly well. Given enough degree days, product shortages 
seem possible. With this in mind, many refiners have been more interested in 
buying than selling. 

But back at the Chicagoland ranch, a bunch of the boys are moaning low. The 
second attempt to raise distillate prices failed miserably, although the first advance 
made it with ease. Wholesale gasoline postings, already low, are being kicked 
around. Trapped in the backwash of retail gasoline wars that threaten to intensify 
in coming months, independents’ transport prices are scarcely independent any- 
more. You glance at the dealer tank-wagon and figure out what an independent 
-has to buy at just to keep his stations open. With the spread of Gulftane, Midwest 
suppliers can foresee nothing but week-to-week weakening in the months ahead. 


Who Needs a Tanker? 


A lot of product prices are being tied to the Chicago market these days, and 
this trend will get a superfluous shot in the arm this month when West Shore pipe 
line from East Chicago, Ind., hooks up Chicago-area refineries with Milwaukee 
and Green Bay. One likely offshoot: a lot of tankers are going to be idle. 


Key Crude Oil Prices is of Hor. 15) 


United States 

California 

Wilmington, 31 gravity 
Texas 

West Texas sour, 36 gravity ...... 2.79-2.93 
Mid-Continent 
. Oklahoma sweet, 36 gravity ...... 2.62-2.97 
Williston Basin 

North Dakota, 36 gravity ........ 2.47-2.87 
Pennsylvania 

DME oo, nce copes eee 4.80 
nada 


Alberta 
SS EE ees, mea a rte 
Venezuela 
Bachaquero heavy FOB La Salina, 
at 


fi 
Middle East 
Persian Gulf, FOB Ras Tanura 
RE, oe BOE 8 ie Sis hes 1.80 





NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
November 15 11.92 
Month earlier ........... 16.33 11.80 
Year earlier 16.42 12.88 


Dealer index is an average of dealer tank wagon 
prices ex tax in 50 cities. 


Tank car index is weighted average of following 
wholesale markets for regular-grade gasoline, FOB 
refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, California, Philadelphia, Jack- 
sonville, Boston and Gulf Coast. 
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Market Barometer 





REGULAR GRADE | 
L26 GASOLINE” 
REGULAR GRADE 


No. 2 FUEL} 


Cot Ace ewe 


| ae | 


TEST COASTAL CRUDE 
30 GRAV. LOW COLD 


acct 





CENTS PER GALLON 


36 GRAV. MID-CONT, CRUDE 


CENTS PER GALLON 


+—+—1- |} 


No. 6 FUEL 
}_ 


3 


YEAR 53 55 57 59 JFMAMJJASOND YEAR 53 55 57 59 JFMAMJJASOND 
1961 1961 


ee 


—o a 


PRODUCTS ) FOUR PRODUCTS | +t 


= 


DOLLARS PER BARREL 
DOLLARS PER BARREL 














SPREAD: ~~ 
PRODUCTS OVER’ = 

















33.55 57 3B JFMAMJJASOND 53 55 57 59 JFMAMJJASOND 
1961 1961 


Average prices for crude oil, and four abaya refined prod- Average prices for crude oil, and four principal refined prod- 
ucts agen kerosine, light fuel, heavy fuel)—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price 
Service, NPN‘s associated publication. Arrows 
indicate upward and downward movement of 
the price preceding the arrow. Prices as of 
Nov. 15. Last previous listing: Oct. 16. 


Motor Gasoline oie VO) 2 


13,15-13.75 
Gulf Coast 13 


: 
i 


FERRI 
oEEEoh 
a 
g 


SSsseeses 
RARRARAR 


-10, 
oe “375-10.875 


DD 


if 


mY 6V-16.2 
6v 


fi 
z = 
ed 


.+-17.8 


Boston, Mass. 
Keresine, No. 1...10.8W-11.4 
14.3 . 2 fuel 


9.8¥-10.4 


82 
RR 
B idl 
t 
Sz R2eseses 
4 


2 
es 


¢. 
. oat 25-14.75 
* 25-12.75 


2 
§ 


13.125-13.625 
++ 12.375 12. .875 


RR 
3 
P 


88 
é 


Cc 
Caltternia—Los Angeles District bi $2.53-2.61 
an re. 25 Buffalo, N. Y. 
et Kerosine Ht 3 28 

Diesel a)....11,6-12.2 
No. 2 fuel (a)....11,3-11.8 
No. 5 fuel. 
No. 6 fuel 5 
(a) Prices of some sellers to bulk com- 

mercial 


consumers are,0.15¢ higher. 


94 oct. prem... .. 
88 oct. Peg... .. 0 on ae 


ee Ce eeees eae 
98 oct. prem... .. 
Sen ws... 


~11,85 
25A-10.85 


Distillates & Fuels 


Gulf Coast 
41-43 w.w. cen's.75 -10.25 
8. 75h8.6 


max 1% sulf.. .$2.45W 
*Correct for Oct. 16 also. 


Rerare,No No. 1. .11.2-11.5 
Deel eh hist 


enn l0.2-10.5 


11.25-12.75 


Northern Shpt.) 
ts .. 13. BA-MA 
W.5A-llA 


Jacksonville, Fia. 
ag ym caine .12,1-12.4 


2 fuel.......11.2-11.5 
5 


do barges. 221$2.49 


unkers.......$4.834 
Bunker C. 
ae. oo on oo $2,399 


M Fla. 
come No. 1..12.5 
No. 2 fuel.......11.6 


$4.788A-4.872 
bunkers. .. .. $2.37 


Minneapolis/St. Paul, Minn. 
Range oil, No. 1..10.68-10.93 
a. ¢ fee , 9.93-10.18 


No. 6 tei, high ~ 
sultu 


igi Ala. 
a No.1, .11. te $ 
0. 2 fuel.......10.3- 
ie ht Diesel, 
unkers, . 
Hea avy Diesel, 
bunkers 


New Haven, Conn. 
Kerosine, No. 1. .11.3 


unkers, .... $4.54 
Bunker C, 
bunkers, .. .. .$2.69-2.77 


New Orieans, La. 
Kerosine, No. 1. Cy 5 
No. 2 fuel. . 9.6 
Diesel oil, shore 

plant ants....... oo ss es 
No. tee. Teens 7 
“ate 2.8 

ag bs odes 

ue barges... “$5 


unkers. ......$4.10 


1% suif...... 
oo Dee: cece 


sea pees 52 


unkers. .. . $2.52 


nae why No. 1. -11.1-11.3 
No. 2 fuel. ......10.1-10.2 


bunkers. ......$2.51 


Pensacola, Fla, 
ag wa i. 12 


No. 2 fuel.......11.1 
Diesel oil, shore 
plants. ...... ae | | 
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Philadelphia, Pa. 
Kerosine, No. 1... 11.3 


Savannah, Ga. 
Kerosine, No. 1. .11.8-12.4 
No. 2 fuel.......10.9-11. 


bunkers. ... .. ..$2.39 


‘ampa, Fila. 
Keres No. 1. .12-12.2 
11.3 


4 
i 


i 
, 8 


i 
= 


SFr. 
3 


z 
5 


aeeeeee 


iF 
z 
a4 


Refinery and Terminal Prices 





se Group (Northern shpt.) 
heroine agasee 9.75-10.254 
58 & above d. 
ee 2. 75 re. 5A 
No. 1 fuel. ...... 9.2 
No. 2 fuel....... 8.5-9 A, 
No. 6 fuel. ......$1.45-1.70 


Northeast Texas 
(FOB Ft. Worth/Dallas) 
-44 wew 
10.5-11.1 


Pacific Coast 
Ships’ bunkers, or deep tank lots 
-10.5-10.75 


1.10. 25-10.5 San Calif. 
*"9.25-10 Diesei—PS 200.. .$5.09 
$2.00-2 


Seattle, Wash. 
.10. on. 625 Diesel—PS 200...$5.59 
ed C—PS 


$1.90-2.10 


Ark. (F . to Ark. & La. 
} he _ 


No. 2 fuel... .. -. 10.35 


Natural Gasoline 


Prices are to blenders on freight basis 
shown; shipments into tank cars or pipe 
lines may originate in any Mid-Continent 
district. Prices on “7 of last sale,uniess 
otherwise designated 


FOB Group 3 
Grade 26-70 
4.5¢ 


36-40 gravity fuel.10.25 


California—Los Angelas Dist, 


FOB Breckenridge, Tex. 
> 26-70 


Ream fal“ LP-Gas 


Producers’ net contract{prices, tank cars 
Tank Truck (400 gal. er more) (rerspe trucks, ” pricey 
40-30 w.w. 


KeTOSING. ... . a. a 
Stove dist. 
PS 00,...ncmmne 
Diesel fuel 
06 BE. .nemeee 


Lubricating Oils 


Western Penna. 

Veogeus Neutrals—No. 3 Col. Vis. at 
4 = (180 at 100°) 420 to 425 flash 
16 vi (1 10 amt 406 flash 


aie Stocks 
5 heehee No. 8 Col. 
25 p. t. 27 


eos stocks 
s.r. filterable.21 
22 


Mid-Continent 

FOB Tulsa basis, for domestic shipment 
only, rote <e - at 210°, neutrals, 
vis, at 1 


10-25 vis. D. p....23.5 
120 vis. D 


0-10 pp Sikdeeess 23 
gaa 
0.10 p.p., 95 v.i...26-27 


Neutral Oils—Conventional—Pate Olls 
60-85 vis. 


180 vis. No. 

200 vis. No. 

250 vis. No. 

280 vis. No. 3 col.21.25 
300 vis. No. 3 col.21.5 


Neutra! =e 


uif Coast 
Solvent Refined Oils from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 


Stock, vis. at 210° 
150-160 vis. 
0-10 p.t. 95 v.l....26-27 


come Oils-Vis. at 100°; 96 v.1. 0-10 p.t 


22 5-23.5 
24 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment. 


.- -+eel6,5 


cccsend® 
20 
woe 20.25 
-+-20.75 





Tank Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include i ion fees, amounts 
of which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


New York City 


Manhattan 
Bronx... 


| dl eal 
RR: EI 
wo! ce 


~ 
ed a) 


WO COM 00> Om Ure0 


—— 
es 
—— 
= 
— 


oe 


13,5 





*Com. cons. tc. prices 0.15¢ higher. 

Taxes: NYC prices are ex 3% city sales tax; 

Discounts: Mobil Kerosine & Mobilheat-—NY' 
of 800 gal or more. 

Netes: Premium-grade tw. 


. a prices ex 2% 
( 


Kerosine tank wagon prices also do not in- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect 
November 15, 1961, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


<a? 


Aad ato 
[RaSSR 2 


«eee 


ié-i 
16.5 


2 sales tax, 
all boroughs) & Mt. = ‘tw. less 0.5¢ for deliveries of 300 gal. or more, Mobilfuel Diesei—All points, t.w. less 0.5¢ for deliveries 
3.5¢ above regular. Jamestown tc. prices are delivered, all other tc, prices FOB bulk terminals, 


prices 
8-Kerosine, Mobifheat (No. 2) and Mobil Special (No. 4) are subject to 0.5¢ seasonal allowance. 


Atlantic : 
Refining fe 


on 





bn cl declarderdartertedestos] 











ear 
HrOnnn annua 
evrerteetetr Teeter tt tet et es eC ee 
MO OW WW C2C0WOMD i) 


Heavy Fuels 
Ne. 6 No. 6 
Kanes ecnnananmanan 9.4 7.81 


Motes: Premiam-grade tw. 3.5¢ above regular. Kerosine-Penna. add 1¢ gal for 
ieee one time. Camden—Add 1¢ for deliveries of 100-299 gal, 
a—T pet may be in effect in certain areas from time to time In response 
e—Fair-trade retall prices are in effect. 

*Prices subject to 0.5¢ gal seasonal discount except Charlotte, 0.4¢ gal seasonal dis- 


count. 
tPrices subject to 0.5¢ gal discount. 
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. 


pwweve 


Nashville 
Little Rock, Ark.........-0+0+ 
Prices apply for kerosine only. 


DT, Bi. sc ccsgcuteccesvccestpeomdinetomases ~— $4.01 $3.20 
WE... cess ciietenspieanondant,’. nae 3.40 
Washington, D.C. 1,050 gal minimum... mame 4,66 3.43 


Notes: Kerosine/No. 1—Atiantic and Newark prices are for deliveries of 300 ga! 
or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premlum-grade tw. prices 
2.5¢ above regular. 
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Tank Wagon Prices 





American Standard of Ohio 
Oil Co. OE ams tome Ee ee Ne 
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SSSronse5 
coco 
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Toledo 
Youngstown ‘ 
een cen ae age oo 
Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are en 100 gal or more; for 50-99 gal, add 
American Furnace 10 Teas 14, 1-49 pl add 24. Premium- grade prices: consumer tw. & S.S.'4¢ above regular, 
“—" pany be “ae ‘500 nd ny “ae “ipa resellers 3.5¢ above regular S.S. prices are at compeny-eperstet stations, 


phe ne. Sandee 
iss of California ince 
: Standard 


ne tax Includes 1.5¢ city tax. Des Moines kerosine’& furnace 
orl ude 7¢ state tax. State sales, occupation, consumer & use taxes to @ Same , Gasoline — 
nts: T.T. My T.T. 
———_ Red Crown ¢.tw. prices at some points subject to varying discounts for san Francisco, calif. 18.3t + My “a 
N.B.: Established tank wagon prices are shown above. Angeles 17. ; . 4 
mad ee ie ty ye a, . a0 23 16.1 
: 15.1 
15.2 
16.8 
- 15.2 
; H Salt take ony, Uish 18: 10. ' 16:2 : 
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PETROLEUM CALCULATOR CARDS 
ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request | 
EGREE DAY SYSTEMS 39-30Nn 58th st. WOODSIDE 77, N. Y. TWining 8-6666 


to fo Figure use our FAST, EASY-TO-READ 
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Gasoline Markets 





Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes Service are shown below. Figures are vie ¢ pe 
in 55 representative’ cities on Nevember 1, 1961, as compiled by Platt’s OILGRAM Price — as OO asi with October 1 
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Please your customers with that extra service... . 
plenty of Hot Water ... 


/MMEDIATELY! 


ECONOMY ... SAFETY... 
CONVENIENCE .. . BEAUTY 


A revolutionary, completely new principle, 
designed for Public Wash Rooms . . . Ideal 
for Service Stations. The lowest cost hot 
water installation ever manufactured. Model SN-3 (includes foucet) 


@ Simplified installation means lowest cost @ Non-pressure principle eliminates expen- 
installation for new or existing stations. sive safety valves and allows placing tank 
@ Copper tank outlasts several conventional at basin without risk or danger in a con- 
steel tanks. fined area. 
© Lowest initial cost—lowest operating cost. © High speed recovery tested and listed by 
Only 11/¢ an hour if running continuously. Underwriters Laboratories. 
@ Operates from normal lighting circuits. 








For more information write or call: 


Model SN-5 “== TR R. C. FORD Associates, Inc. 


& {includes faucet) 
Midwestern Building @ Cincinnati 27, Ohio 
Phone: BRamble 1-2760 


NATIONAL PETROLEUM NEWS * December, 1961 





+ 


Fine Lubricating Qualit 


+ 1.6 


++4+4+4 


CE. 6-1313 


88888 
SS2RF 


Sserg 
& 


and Fluid Lubricants 
[a KERR-McGEE 
OIL INDUSTRIES, Inc. 
Oklahoma City, Okla. 


CYLINDER 
STOCKS 


5,698, 016 ,000 








Gasoline Markets 





19,807 ,000 


5,787,121 ,000 


135, 142,000 

















$8888 88888 


~~ = 5 © 5 sw 


BRs2S RSRSF 


~~ a a 


gssg gisag 


This Is Your Market Place 
Write Today for Advertising Space Rates 
NATIONAL PETROLEUM NEWS 


330 West 42nd St., New York 36, N. Y. 














Gasoline Consumption by States, June, 1961 
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Marketer of Petroleum Products 
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Total 50 States and District of Columbia................... 
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California 
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Coming Meetings 





Oi Industry TBA Group, international sec- 
tion, Chase-Park Plaza Hotels, St. Louis, 
Dec. 3-5. 


Interstate Oli Compact Commission, annual 
meeting, Denver Hilton Hotel, Denver, Dec. 
4-6. 


The Asphalt Institute, _ Shoreham, 
Washington, D. C., Dec. 4 


JANUARY 1962 


Society of Automotive Engineers, annual 
automotive engineering congress & exposi- 
tion, Cobo Hall, Detroit, Jan. 8-12. 


Kentucky Petroleum Marketers Assn., 36th 
annual meeting, Brown Hotel, Louisville, 
Jan. 16-18. 


Independent Oil Mens Assn., annual meeting, 
Statler Hotel, Boston, Jan. 17. 


Northwest Petroleum Ass., annual meet- 
ing and trade show, Hotel Radisson, Min- 
neapolis, Jan. 17-18. 


Kansas Oil Men’s annual 
Broadview Hotel, Wichita, Jan. 21-23. 


Automotive. Accessories Manufacturers of 
America, exposition, McCormick Place, Chi- 
cago, Jan. 29-Feb. 1. 


Arkansas LP-Gas Assn., semiannual meet- 
ing, Hot Springs (date unknown at publica- 
tion). 


Michigan LP-Gas Assn., annual convention, 
Pantlind Hotel, Grand Rapids (date un- 
known at publication). 


FEBRUARY 
Private Track Council of America, annual 


meeting, Statler-Hilton Hotel, Detroit, Feb. 
1-2. 


Missouri Of Jobbers Asm., annual con- 
vention, Chase Hotel, St. Louis, Feb. 115. 


Iowa Independent Off Jobbers Assn., annual 
meeting and trade show, Hotel Fort Des 
Moines, Des Moines, Feb. 21-22. 


International Automotive Service Indus- 
tries show, Navy Pier, Chicago, Feb. 28-Mar. 
3. 


Wisconsin Petroleum Assn., annual meeting 
and trade show, Hotel Schroeder, Milwau- 
kee, Feb. 28-Mar. 1. 


Indiana LP-Gas Assn., annual meeting 
and trade show, Claypool Hotel, Indianapo- 
lis, Mar. 4-6. 


ilinois Petroleum Marketers Asm., an- 


nual meeting and trade show, Hotel Morri- 
son, Chicago, March 13-14. 
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Ohio Petroleum oe Assn. annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 21-22. 


Iowa LP-Gas annual spring con- 
vention, Hotel Kirkwood, Des Moines (date 
unknown t publication). 


APRIL 


National Petroleum Refiners Assn., annual 
spring meeting, Granada Hotel, San Antonio, 
April 1-4. 


Assn. of Eastern Petroleum Credit Mgrs., 
annual meeting, Golden Hilton Hotel, Pitts- 
burgh, April 2-4. 


Fuel Merchants Assn. of New Jersey, an- 
nual convention and trade show, Hotel 
Haddon Hall, Atlantic City, April 4-6. 


Oil-Heat Institute of America, annual meet- 
ins, Conrad Hilton Hotel, Chicago, April 
-12. 


National Oil Fuel Institute, annual oil-heat 
and air conditioning exposition, Conrad 
Hilton Hotel, Chicago, April 9-12. 


Virginia Petroleum Jobbers Assn., annual 
meeting, The Homestead Hotel, Hot Springs, 
April 9-10. 


Assn. of Nebraska LP-Gas Dealers, annual 
meeting, Hotel Castle, Omaha, April 15-16. 


LP-Gas Dealers Assn., Edge- 
water Gulf Hotel, Edgewater Park, April 
22-24. 


Michigan Petroleum Assn., annual meeting, 
Detroit-Leland Hotel, Detroit, April 24-25. 


Independent Petroleum Assn. of America, 
mid-year meeting, Hotel Muehlebach, Kan- 
sas City, April 29-May 1. 


Liquefied Petroleum Gas Assn., annual con- 
vention and trade show, Conrad Hilton Hotel, 
Chicago, April 29-May 2. 


API Division of Marketing, Fuel Oil Com- 
mittee meeting, Camelback Inn, Phoenix, 
April 30-May 2. 


MAY 


Louisiana Oil Marketers Assn., annual 
meeting, Roosevelt Hotel, New Orleans, 
May 3-5. 


Pennsylvania Petroleum Assn., spring con- 
vention, Bedford Springs, Bedford 
Springs, May 6-8. 


American Society of Lubrication En- 
gineers, annual meeting and exhibit, Chase- 
Park Plaza, St. Louis, May 8-10. 


National Highway Users Conference, ninth 
highway transportation congress, Mayflower 
Hotel, Washington, D. C., May 8-10. 


Nevada Liquefied Gas Dealers 
spring meeting, (hotel unknown at publica- 
tion), Lovelock, May 13. 


North Carolina Oil Jobbers Assn., annual 
meeting, The Carolina Hotel, Pinehurst, 
May 13-16. 


Assn. of American Battery Manufacturers, 
annual meeting, The Shelburne Hotel, At- 
lantic City, May 14-16. 


American Society of Training Directors, 
annual meeting, Statler Hilton Hotel, Dallas, 
May 14-18. 


National Oil Jobbers Council, Sheraton- 
Plaza Hotel, Boston, May 20-23. 


National Tank Truck Carriers, 14th an- 
nual meeting and tank-truck equipment 
show, Hotel Americana, Miami Beach, May 
20-24. 


»API Division of Lubrication 


Marketing 
Committee Meeting, The Chanteclar Hotel, 
Ste. Adele-en-haut, Quebec, May 21-22. 


> First Listing 





Michigan Petroleum Assn., Michigan 
State University, East Lansing, Jan. 
22-24. 


Nebraska Petroleum Marketers, Uni- 
versity of Nebraska, Lincoln, Feb. 6-8. 


Iowa Independent Oil Jobbers Assn., 
Continuation Center, State University 
of Iowa, Iowa City, March 5-7. 


Northwest Petroleum Assn., Oil Men’s 
Club, Nicollet Hotel, Minneapolis, 
March 5-9. 





MANAGEMENT INSTITUTES 


Kentucky Petroleum Marketers Assn., 
University College and Brown Hotel, 
Louisville, March 19-22. 


South Dakota Independent Oil Men’s 
Assn., Huron College, Huron, March 
27-29, 


Missouri Oil Jobbers Assn., University 
of Missouri, Columbia, April 10-11. 


North Carolina Oil Jobbers Assn., 
University of North Carolina, Chapel 
Hill, April 16-20. 
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self-cleaning spark plugs-— 


FACT OR 


A good question! There have been many 
conflicting statements and claims about self- 
cleaning spark: plugs: This message is an 
attempt to clear the air. 


First, what about the claim that some spark 
plugs clean themselves by exposure to ex- 
plosive combustion 
gases? These hot 
gases can have a 
cleaning effect on an 
insulator tip. How- 


ORDINARY EXTENDED ever, full exposure of 


TIP. TYPE the insulator tip also 


increases the possibility of “drowning” by 
raw gasoline during cold engine starts. Im- 
portant, too, the ordinary extended tip spark 
plug has an excessively long side electrode 
—vulnerable to rapid wear by the extreme 
high temperatures in the combustion cham- 
ber. A stiff price to pay for a spark plug that 
“cleans itself’ — and this type of spark plug 
is suitable for certain cars only. 


We, at AC, talk about self-cleaning action of 
A a different kind. AC 
conceived the extra 


thin, extra tough re- 
cessed Hot Tip insu- 
lator. Its design al- 


AC RECESSED HOT TIP lows it to heat and 


INSULATOR (CUTAWAY VIEW) cool with amazing 


FICTION? 


speed at each engine firing cycle — burn- 

ing off engine deposits as fast as they form. 

The thin construction also allows for more 

“air” around the center electrode so it gets 

the benefit of swirling gases as well. The Hot 

Tip design is a feature of all AC automotive 
spark plugs —even 
our special extended 
tip design. 


For those engines that 


: ] 
AC EXTENDED TIP require them, AC’s 


WITH EXTENDED SHELL extended tip spark 


plug features the exclusive “Extended Shell” 
for added protection against the dangers dis- 
cussed above. 


These are the facts which prove AC has the 
most effective self-cleaning spark plug for 
every car on the road today, the original 
AC Hot Tip. That’s why motorists get 
ACtion—long-lasting, peak power ACtion 
— with AC. 


you get ACtion with 


A 
- 


FIRE-RING SPARK PLUGS 


Recommend and Sell AC Fire-Ring Spark Plugs for All Cars 
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INSTANT INVOICING SPEEDS DELIVERY 


You can easily earn #360 more per truck, per season 
with new Lockheed Computing Register 


The moment you stop pumping, the Lockheed Computing 
Register is ready to deliver a completely calculated, printed 
invoice. All you do is turn the handle. You save at least one 
minute at every stop. If that minute is worth only 10¢, (usu- 
ally, it’s more) and you make, say, 30 deliveries a day, you 
save $3,00 daily. In an average 120-day heating season that’s 
$360. 

Cutting delivery time is just one of the ways the Lockheed 
Computing Register makes money for you. It eliminates 
errors. It saves clerical, typing, billing and mailing expense. 
On postage alone, the Register can save you hundreds of dol- 


lars a year. It calculates sales tax, discount, and total price, 
automatically. And because every tenth of a gallon is figured 
in, the Register adds earnings you may now be missing, 

Other features: pre-set counter and totalizer, easy installa- 
tion on any meter, zero maintenance, a cinch to use, Impor- 
tant, too, the Lockheed unit builds customer confidence and 
employee goodwill. 

See your jobber for details. If he does not yet have 
complete information please contact: Lockheed Electronics 
Company, a Division of Lockheed Aircraft Corporation, 
Telephone Metuchen, N. J., Liberty 9-5000 “collect.” 





MARKETER Herbert Willetts was 
elected president of Socony Mobil in a 
series of high-level changes. Willetts, 
who was executive vice president and 
president of Mobil Oil Co. division, 
succeeds Albert L. Nickerson, who 
was named chairman of the Socony 
Mobil board. Fred W. Bartlett, former 
board chairman, has retired after 22 
years with the company. Succeeding 
Willetts as president of the Mobil divi- 
sion is Fred H. Moore, most recently 
executive vice president. 

Willetts, 62, got into oil marketing 
after his graduation from Union Col- 
lege, Schenectady, N. Y., in 1923. He 
started as a junior salesman in Troy, 
N. Y., and progressed rapidly to gen- 
eral salesman and district manager. 
He served as a division manager, first 
at Philadelphia in 1934, and then New 
York City in 1936. 

A Rapid Rise—By 1945, he’d been 
made manager of Socony Mobil’s 
Central region, and six years later 
manager of domestic marketing and a 
director. In 1953 he was named do- 
mestic marketing vice president. For 
several years, while Socony Mobil 
was in the process of reorganization, 
Willetts served as vice president and 
director of employe relations and 


About Oil People 


Socony Mobil Makes Three 
High-Level Appointments 





petrochemicals. In 1959, after the re- 
organization was completed and the 
Mobil division created, Willetts as- 
sumed the presidency of Socony Mo- 
bil’s new marketing arm. 

Married to the former Edith Mae 
Iveson, the Willetts have a married 
daughter and son. They spend their 
leisure time at the Larchmont, N. Y., 
Yacht Club or entertaining their three 
grandchildren at their Larchmont 
home. 

Another Veteran Marketer—Nick- 
erson, 50, is also a long-time oil mar- 
keter. He joined Socony Mobil in 
1933 after his graduation from Harv- 
ard. Beginning as a service-station at- 
tendant, he progressed rapidly through 
sales posts in both the U. S. and Lon- 
don. In 1946 he was named a direct- 
or and executive in charge of market- 
ing; 1951, vice president of foreign 
refining and marketing; 1955, presi- 
dent; and 1958, chief executive officer. 

Moore has been in exploration and 
producing most of his 26 years with 
Socony Mobil. In his most recent po- 
sition as executive vice president of 
the Mobil division, he was responsible 
for the activities of seven depart- 
ments, including exploration, produc- 
ing, and marketing. 


Otto N. Miller Takes Over As Socal President 


THOUGH not an oil marketer, 
Otto N. Miller, new president of 
Standard Oil Co. of California, has al- 
ways kept a close eye on Socal’s mar- 
keting. In fact, the 52-year-old presi- 
dent is a many-sided executive, inter- 
ested in every phase of petroleum 
from wellhead to service station. 

A native of Harlan, Iowa, and a 
graduate of Iowa State College, Mil- 
ler received a Ph. D. in chemical en- 
gineering from the University of Mich- 
igan in 1934. A few weeks later he 
joined Socal as a researcher at the El 
Segundo refinery. Advancing quickly 
through the company’s refining depart- 
ment, he was named general manager 
of manufacturing in 1946. During 
World War II he spent three years 
with Arabian American Oil Co., plan- 
ning the construction of a refinery 
there. 

Search for Markets—As president 


of Socal, Miller will be overseeing a 
three-billion-dollar corporation, the 
largest industrial concern on the West 
Coast. He’s spent the last few years 
studying corporate growth and profits 
and is alert to the need for more mar- 
kets to take care of expanding crude 
supply. 

The recent merger of Socal with 
Standard of Kentucky is one of the 
“very attractive opportunities” for 
marketing expansion says Miller. 
“We are going to be alert to and an- 
ticipate other marketing opportunities 
as they arise,” he says. 

“My marketing philosophy squares 
with the marketing philosophy tradi- 
tionally practiced by our company. 
We expect to compete aggressively 
but fairly for the consumer’s dollar 
and provide our customers with the 
best possible products and services at 
competitive prices.” (Continued) 
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A Family Man—Tall and athletic- 
looking, Miller is an enthusiastic hunt- 
er and fisherman. He and his wife Al- 
berta own a home in San Francisco, a 
short distance from his 18th-floor of- 
fice in the Socal building on Bush St. 
The Millers have a 23-year-old daugh- 
ter, Carolyn, a graduate of Stanford 
and Harvard-Radcliff school of busi- 
ness. Their 19-year-old son Anthony 
is a sophomore at Menlo College, 
Calif. 


NEWS NOTES 


Continental Oil Co. has realigned its 
eight-state southwestern marketing region 
into two divisions and six districts. Di- 
visional headquarters will be at Fort 
Worth and New Orleans; district head- 
quarters will be at Houston, Lubbock, 
and Fort Worth for the Fort Worth di- 
vision, and New Orleans, Oklahoma City, 
and Little Rock, Ark., for the New Or- 
leans division. Dean L. McGregor, former 
manager of the New Orleans division, 
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“MY DISTRIBUTOR SWITCHED TO RICHFIELD — 
NOW I’M ON THE WAY UP!” 


YOUR DEALERS AND YOU will be well on your way up 
when you latch on to the high-flying Richfield Eagle. As a 
Richfield Distributor, you'll get these benefits: Top products, 
advertising, merchandising, complete supplier cooperation. 
PLUS the exclusive benefits of this unwavering policy: Richfield 
does not market its brand of products in competition with 
Richfield branded distributors. If you don’t like the direction 
you’re headed in, call or write Richfield now, and start going up! 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N.Y. 
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will take over as manager of that ex- 
panded territory. E. G. Hoover, former 
Fort Worth manager, assumes the man- 
agership of that newly aligned division. 
New district managers are: Paul A. Ford, 
Fort Worth; T. R. Abernathy, Oklahoma 
City; Elmo Blalock, Little Rock; H. P. 
Dodson, New Orleans; Van N.. Mayhall, 
Lubbock; and W. E. Biggerstaff, Hous- 
ton. 


Texaco has pro- 
moted three mar- 
keters to key execu- 
tive posts. Marion 
Epley Jr., former 
senior vice presi- 
dent in charge of 
world-wide _ sales, 
has been named to 
the new position of 
executive vice pres- 
ident. John W. 
Green leaves his 
post as vice presi- 
dent of domestic sales to succeed Epley. 
Green is succeeded by John I. Mingay, 
46, general manager of domestic sales. 

Epley, who joined Texaco in 1947 as 
an attorney in New Orleans, transferred 
to New York in 1952 as general attorney 
for the company. In 1958 he was ap- 
pointed assistant to the chairman of the 
board and elected a vice president later 
in the year. In 1960 he assumed his most 
recent position. 

His successor, Green, has been with 
Texaco since 1935 when he went with 
the Dallas domestic-sales department. 
He served as a state manager, division 
sales manager, and southern region man- 
ager before his transfer to New York in 
1958 as manager of the northern sales 
region. In 1960 he was elected vice 
president in charge of the domestic-sales 
department. 

Mingay joined Texaco’s domestic-sales 
department in Indianapolis in 1937. Af- 
ter holding important sales positions in 
the Ohio area, he transferred to New 
York in 1951 as assistant to management 
in the marine department, He held var- 
ious other posts in the department be- 
fore assuming his most recent position in 
1960. 


Mingay 


New officers have been elected for 
American Petroleum Credit Assn. at its 
recent meeting in Houston. They are: 
J. R. Gramont, Standard Oil Co. of 
California, western operations, presi- 
dent; H. M. McDonald, Cities Service 
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Oil Co., vice president; and C. A. Kilgas, 
Mobil Oil Co., treasurer. S. J. Haider, 
National Assn. of Credit Management, 
Minneapolis, was re-elected secretary. 
” 

Raymond A. San- 
born is the new 
eastern division 
wholesale sales 
manager for Tide- 
water Oil Co. He 
succeeds Dart E. 
Hoffman, who has 
retired. (For a pro- 
file on Hoffman, 
see p. 182.) 

a Sanborn has been 
with Tidewater 
Ceubere since 1957 when 
he was appointed dealer and distributor 
relations supervisor for New England. He 
served as area sales supervisor at several 
locations throughout New England and 
was then transferred to New York as 
assistant division supervisor of specialty 
products. He was named commercial 
sales supervisor last year and fleet sales 
supervisor last January. 
® 
New officers for 1962 were elected by 
Intermountain Oil Marketers Assn. at 
its recent meeting. They are: Ora W. 
Jensen, Jensen Oil Co., Murray, Utah, 
president; William Holt, Holt Oil Co., 
Salt Lake City, vice president; Howard 
J. Williams, Williams Oil Co., Salt Lake 
City, treasurer; and Arvin W. Grant, 
Salt Lake City, executive secretary. 
e 
Edward R. Kendrigan, former engi- 
neering and operations coordinator for 
Tidewater’s eastern division, has been 


THE FRIENDLY RIVALRY between 
Tidewater district managers Thomas 
Differ (left) and Joseph Jerome (NPN 
—Nov. p191) is still going on. Jerome, 
who “had the pants beaten off him” 
by Differ in an informal gasoline sales 
contest, recently gave Differ another 
article of clothing—a_ grass skirt. 
Jerome brought it back from _ the 
Hawaiian trip he won after beating 
out Differ and middle Atlantic district 
manager Ed Beamon for first place 
in an AC Spark Plug contest. He also 
had a gift for Beamon—a _ genuine 
Hawaiian coconut. 





named assistant to the division general 
manager. He joined Tidewater in 1934 
as a clerk at Manchester, N.H., and held 
various positions in New England until 
1952 when he transferred to New York 
as Operating supervisor in Albany. In 
1954 he moved to New York City as 
district engineer. For the past six months, 
Kendrigan has been serving as profit- 
improvement coordinator, a duty which 
he will continue to handle as part of his 
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Col. William R. Boyd III has been 
appointed director of aviation and gov- 
ernment sales for Cities Service Co. 
Earl M. Pitman Jr. of the government- 
sales department will serve as Boyd's 
assistant. 





a 
National Lubricating Grease Institute 
has elected C. L. Johnson, president of 
Jesco Lubricants Co., North Kansas 
City, Mo., as its 29th president. Other 
new officers are: T. F. Shaffer, manager 
of industrial products department, Shell 


DEVELOPMENTS? 


...or, for example, will 
your chargers damage 
the new alternators ? 


Abreast—or ahead of—needs in 
battery servicing techniques, Fox 
is first in the field with a com- 
plete line of chargers that elim- 
inate the possibility of dam- 
aging alternators . . . even when 
batteries are flat. 


This is in the Fox tradition— 
superb engineering combined with 
marketing know-how. Other Fox 
firsts include the 612 volt 
chargers, pulse maintainers, ther- 
mister temperature control, elec- 
tric hydrometer, shockproof open- 
circuit testers, transistor voltage 
control, automatic charge-rate 
control and booster cable sets. 


Get in touch with 
FOX PRODUCTS COMPANY, 
4710 N. 18th St., Phila. 41, Pa. 
for the most effective battery 
servicing and selling equipment. 


METHODS AND EQUIPMENT 


FOR SELLING AND SERVICING BATTERIES 


December, 1961 * NATIONAL PETROLEUM NEWS 








About Oil People 





Oil Co., New York, vice president; W. 
A. Magie, president of Magie Bros. Oil 
Co., Franklin Park, Ill., secretary; and 
A. J. Daniel, former president of Bat- 
tenfeld Grease & Oil Corp., Kansas City, 
treasurer. 
2 

Admiral Arleigh Burke, U. S. Navy 
(Ret.}, has been elected a member of 
Texaco’s board of directors. 


Deaths ... 


Edwin R. Field; executive secretary of 
Twin Cities (Dallas/Ft. Worth) Gaso- 
line Marketers Assn., died Oct. 30 of a 
heart attack. He was 49. Before joining 
Twin Cities he was associated with Site 
Oil Co. and Hudson Oil Co. He is sur- 
vived by his wife and daughter. 


° 
Joseph M. Kruse, 55, operations man- 
ager for Shell’s southeastern division, 
died of a heart atack Oct. 27 while at- 
tending an employe masquerade party. 
A native of St. Louis, Kruse joined Shell 
there in 1926 as a clerk in the treasury 
department. He held many operations 
positions in the Southeast, including 
plant supervisor at Gulfport, Miss., and 
Mobile, Ala. He was appointed Atlanta 
operations manager in 1941. He is sur- 
vived by his wife, two sons, and a 
daughter. 





FOR USE IN 
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‘Paul Revere’ 
of Oil Heat 


Ends Travels 


Haglund: ‘There’s still work to do 


OIL HEAT’S Paul Revere, Gordon 
Haglund (NPN—Mar. p179), will 
have a lot to talk about when North- 


If you don’t, order another now from NPN’s 
Reader Service Dept., 330 W. 42 St., New 


York 36, N.Y. Price: $2.00. 


Find out how muchuseful, 
up-to-date information 
it has for you. 


The NPN FACTBOOK, published annually in mid-May, 
is your year-round desk reference file. NPN’s FACTBOOK 
issue puts at your fingertips the statistical and reference 


west Petroleum Assn. meets next 
month in Minneapolis. 

Last January Haglund took a leave 
of absence from his job as secretary- 
treasurer of Consolidated Oil Co., a 
Mobil jobbership in Willmar, Minn., 
to travel throughout the state for the 
association to recruit jobber interest 
and support in oil-heat promotion 
campaigns. To date he’s traveled over 
22,000 miles and added at least 30 
new local oil-heat promotion groups 
to the 20 already formed. 

“Some may have only five or ten 
members, some have as many as 30,” 
says Haglund. “But the main thing is 
that, regardless of the number in each 
group, they have become interested 
enough in their own fate to do some- 
thing before natural gas gets too big to 
fight effectively.” 

These local groups are raising from 
$600 to $5,000 a year to push oil heat 
in all media, says Haglund. As a result 
of these new groups, the state’s oil- 
heat promotion fund totals about 
$150,000 for the year. It was only 
$80,000 in 1960. 


But there’s still a lot of work to do. 
(Continued on page 182) 





information basis for better managing, and planning. 
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RADIATOR 
SPECIALTY CO. _ 
CHARLOTTE, N. C. 


MOTOR-MEDIC NO. 1—Stops oil burning when added 
to motor oil. Reduces friction and wear by provid- 
ing lasting oil film strength. 


MOTOR-MEDIC NO. 2—Is the new scientific blend 
of solvents, lubricants and inhibitors for effective 
treatment of sluggish engines. Add to gasoline. 


NATIONAL PETROLEUM NEWS + December, 1961 





Less Weight, 


Faster Delivery with New NEOPRENE-Covered Hose 


This new bulk delivery hose is 
strong enough to take the 
toughest kind of punishment; 
so light that a 20-foot length 
of 4-inch diameter weighs only 
one pound more than the same 
length of conventional 3-inch 
hose; and so flexible that driv- 
ers find it easier to handle than 
any other type. 


Made with specially com- 
pounded resilient cord spiral 


your deliveries. It’s available 
in 2, 3, 3% and 4 inch sizes. 

With neoprene-covered hose, 
your maintenance and replace- 
ment costs also will be lower. 
Neoprene has exceptional re- 
sistance to abrasion, weather, 
heat, cold, oil, grease, acids 
and chemicals, assuring long, 
trouble-free service. 

Your oil equipment jobber 
has complete information. Or 


reinforcement, this lightweight neoprene-covered hose you can write direct to: E. I. du Pont de Nemours 


can give you immediate savings in time and money & Co. (Inc.), Elastomer Chemicals Department 
by permitting the use of larger diameter hose for NPN-12, Wilmington 98, Delaware. 


NEOPRENE 
SYNTHETIC RUBBER 


MEG, wu 5. pat, OFK 


Better Things for Better Living . . . through Chemistry 
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HE CAN INCREASE 





FOR INFORMATION WRITE TO 





M1. asly CE «es COMES TO TOWN 


SCIENTIFIC FOOD VENDING TAILORED TO GAS STATION NEEDS 
FRANCHISED TERRITORIES AVAILABLE 


MR. HASTY CHEF INC. 
1200 W. 27th St., Kansas City, Mo. 


T.B.A. VOLUME 
GALLONAGE 
CUSTOMER SERVICE 























WANTED 
State distributors or representatives 


on an exclusive basis. Commission only. To 
market a complete line of Petroleum and 
Allied Products to the Oil Jobbers Trade 
for the States of Florida, Georgia, Ala- 
bama, North Carolina, South Carolina, 
Tennessee, and Mississippi. Commission will 
be paid on established as well as new 
business. Give complete details of your 
background. 


ALLIED PETRO-PRODUCTS, INC. 
1445 City Line Avenue 
Philadelphia 51, Penna. 











NORTHERN CALIFORNIA 
DISTRIBUTOR 


seeks experienced Petroleum Product field man. 
Must be capable of Service Station supervision 
and be able to sell at both Jobber and distributor 
level. P-7746, National Petroleum News, 255 Cali- 
fornia Street, San Francisco 11, Calif. 














FOR SALE 
953 Trailmobile Semi Trailer, Spread Axle. 
600 gal. Tank 
100 Ae two compartment, 1949 Frazier, Semi- 
= gal. 1957 Custom Semi Trailer, Spread 
Axl $3,750 


6 4. As Transport, Inc. 123 South Main St. 
Goshen, Indiana, Phone—KE 3-3670 























FOR SALE 

50 FULLY RECONDITIONED 
TOKHEIM PUMPS 

MODELS 39A AND 39LRA 

FULLY GUARANTEED FoR 90 DAYS 
BENJAMIN TANNENBAUM 
1000 South SOth St. Philadelphia 43, Pa. 
Shratoga 7-1106 











Wanted: 
IDEAS AND PATENTS, 
VALVES AND FITTINGS, ETC. 
FOR THE PETROLEUM INDUSTRY 


UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 














ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to Card nearest you. 
NEW YORK 36: P. a Box 12 
CHICAGO 11: 645 N. Michigan Ave. 
SAN FRANCISCO 11: 255 California St. 





POSITION VACANT 





Manager. Independent branded _ distributor. 
Philadelphia area. Thoroughly experienced, sales 
promotion, merchandising, gasoline service sta- 
tions. P-7781, National Petroleum News. 





SELLING OPPORTUNITY AVAILABLE 





Representatives Wanted. Manufacturer of serv- 
ice station lighting equipment requires repre- 
sentatives with oil company contacts. Annuitants 
with major oil company contacts will be con- 
sidered. Areas open in south, southeast and Hous- 
ton area. RW-7784, National Petroleum News. 





POSITIONS WANTED 





Asphalt Sales Manager available because of im- 
pending merger. Over twenty successful years in 
engineering, marketing and promotion of highway 
and industrial asphalts. Present employer will 
discuss my background and cspabilities. Please 
reply in confidence to PW-7852, National Pe- 
troleum News. 


Young Aggressive Major Oil Co. Marketing Ex- 
ecutive desires change. Presently employed as 
both retail and wholesale sales mgr. in large 
metropolitan area. Experience on both East and 
West coast. Will relocate. PW-7862, National 
Petroleum News. 








SELLING OPPORTUNITY WANTED 





Manufacturing Representatives covering Connec- 
ticut, New York, New Jersey and Philadelphia 
seeking oil equipment lines. Calling on major, in- 
dependent oil companies and contractors. RA- 
6710, National Petroleum News. 


FOR SALE 


International L-192 pumper, 2100 gals., meter, 
ticket printer, ete. Good condition. $2,150.00 com- 
plete. Holt Oil Co., Federalsburg, Md. 











LEGAL NOTICE 


STATEMENT REQUIRED BY THE ACT OF AUGUST 





(74 _a 
OWNERSHIP, MANA GEME 
CIRCULATION OF 
NATIONAL PETROLEUM NEWS published monthly at 
Philadelphia, Pennsylvania for October 1, 1961. 

1. The names and addresses of the publisher, editor, 
managing editor, and business managers are: Published 
by McGraw-Hill Publishing Company, Inc., 330 West - 
42nd St.. New York 36, N.Y.; Editor, Frark Breese, 330 
West 42nd St.. New York 36, N.Y ; Managing editor, 
John Bethell, 330 West 42nd St., New York 36, N.Y.; 
Business manager, John Th 330 West 42nd St. 
New York 36, N.Y. 

2. The owner is McGraw-Hill Publishing Company, Inc., 
330 West 42nd St., New York 36, N.Y. Stockholders 
holding 1% or more of stock are: Donald C. McGraw, 
Elizabeth McGraw Webster. Donald C, McGraw. Jr. & 
Harold W. McGraw, Jr.. Trustees under Indenture of 
Trust m/b James H. McGraw, dated 1/14/21 as modified; 
Donald C. McGraw & Harold W. McGraw, Trustees under 
an Indenture of Trust m/b James H. McGraw, dated 7/1/37 
as amended; Donald C. McGraw, individually; Estate of 
Mildred W. McGraw. Donald C. McGraw and Catharine 
McGraw Rock, Bxecutors; (all of 330 West 42nd Street, 
New York 36. N.Y.); Grace W. Mehren, 536 Arenas St., 
LaJolla, California; Douglass & Co., 140 Broadway, New 
York, N.Y.. Touchstone & Co., c/o Wellington Fund, Inc., 
Claymont, Delaware. 

3. The known bondholders, mortgagees, and other se- 
curity holders owning or holding 1 percent or more of 
total amount of bonds, mortgages, or other securities 
are: None. 

4. Paragraphs 2 and 3 include, in cases where the 
stockholder or security holder appears upon the books 
of the company as trustee or in any other fiduciary rela- 
tion, the name of the person or corporation for whom such 
trustee is acting: also the statements in the two para- 
gtaphs show the affiant’s full knowledge and belief as to 
the circumstances and conditions under which stockholders 
and security holders who do not appear upon the books 
of the company as trustees, hold stock and securities in 
a capacity other than that of a bona fide owner. 

5. The average number of copies of each issue of this 
publication sold or distributed, through the mails or 
otherwise, to paid subscribers during the 12 months pre- 
ceding the date shown above was: 20,339. 

McGRAW-HILL PUBLISHING COMPANY, INC. 

By John J. Cooke, Vice President & Secretary 

Sworn to and subscribed before me this 18th day of 
September, 1961. 

[SEAL] JANET A. HARTWICK 
(My commission expires March 30, 1963) 
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“I couldn’t do it all in one year,” Hag- 
lund says. He estimates that at least 
50 additional oil-heat promotion 
groups could be formed. 

While he found a great deal of sup- 
port from some suppliers, other sup- 
pliers still remain to be convinced of 
the value of promotional programs. 
Haglund feels the creation of a per- 
manent organization to push oil heat 
would hold jobber and supplier inter- 
est more effectively. Therefore he 
plans to propose that the “Northwest 
Oil-Heat Council” be created to give 
representation and a voice to retailers, 
wholesalers, and suppliers, and to al- 
lied (equipment, trucking) industries. 
“This type of an organization would 
get everybody into the act,” says Hag- 
lund. Besides the central organization, 
Haglund wants to see men in the field 
carrying out the work he has started. 

About the biggest satisfaction Hag- 
lund has gotten out of his year on the 
road (“I was only home weekends”) 
is the knowledge that he’s informed 
jobbers who don’t yet have gas-heat 
competition about the threat. “Now 
they can at least set up their oil-heat 
promotion programs before gas heat 
comes in. When gas does come in, it 
comes in with force. If you haven’t 
told your oil-heat story by then, you’re 
gone.” 


Dart Hoffman: 
Still in Oil 


Hoffman: ‘A one-man venture’ 


DART HOFFMAN has a new office 
nowadays. For the past 46 years he’s 
been reporting for work at Tidewater 
eastern division offices. Now that he’s 
retired, he’s formed his own company, 
Dart Hoffman Inc., with temporary 
offices in his home at Rockville Cen- 
teF: ©. dy, Be 

Hoffman retired from his job as 





| 


wholesale sales manager at Tidewater 
this past September. After spending 
two weeks at Skytop resort in the 
Pennsylvania Poconos, he and his 
wife Edna returned to organize his 
“one-man venture.” 

“I plan to serve oil and allied in- 
dustries by marketing any type of 
petroleum product, from gasoline to 
kerosine,” he says. Eventually he 
hopes to establish his brokerage firm 
in a New York office. “My object is 
not to make a lot of money, but to 
keep active,” he says. 

Hoffman has been well prepared to 
establish himself in his own oil-mar- 
keting business. He joined Tidewater 
in 1915 as a junior clerk in the com- 
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pany’s New England district head- 
quarters at Boston. In 1927 he was 
named a salesman, and the following 
year was promoted to a sales super- 
visory post in New York. In 1942 he 
was named lubricant sales manager, 
and in 1954 he assumed the wholesale 
sales post. 

He’s been active in association ac- 
tivities, serving as a member of Na- 
tional Oil Fuel Institute’s board of di- 
rectors; president of Oil Trades Assn. 
of New York; and API lubrication- 
committee member. 

At an industry banquet recently, a 
colleague of Hoffman’s observed: “If 
there are 500 people in this room, 
Dart knows 488 of them.” 


_ NEW ECONOMY 
HAND PUMP! 


Tokheim Series 488 is an 
important advance in Hand 
Pumps. Body of DuPont 
DELRIN® is stiff, tough, 
and as lasting as metal, and 
in many ways superior. For 
instance, it comes in bright 
red which is the natural 
color. Won’t chip or peel, 
and never needs refin- 
ishing. Then, also, Delrin 
permits lower-cost con- 
struction and a lower sell- 
ing price. Double-action, 
rapid delivery, Series 488 
has a detachable bung adap- 
ter, adjustable suction tude 
with strainer screen, dis- 
charge hose (Model 488-6) 
or spout (Model 488-15). 
Model 488-6 is equipped 
also with a vacuum breaker 
to speed drainage. A real 
value! Write for literature. 


SYMBOL OF EXCELLENCE 


TOKHEIM 





high-vacuum 


Series 488 


for petroleum 
products 





General Products Division 


TOKHEIM CORPORATION 


OKHEIM ° 


1650 Wabash Ave., 


Fort Wayne 1, Indiana 





AND ACCESSORIES 


Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 


Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 
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A Filter Man’s Thinking 


Build up the dealer—and 
you'll build up your sales 


Remember last year I said, 
“Before we can look at our 
industry picture for 1961, I’m 
going to ask you to agree with 
me on two points: 1) that the 
Dealer is the key man in the 
sale of any TBA item and 2) 
that the know-how and service 
he offers to his customers has not been sufficiently 
promoted to the car-owning public.” 


In support of this marketing philosophy, our 
entire 1961 promotional effort was aimed at these 
two objectives. We called it our “Listen to the 
Man” program. 


Favorable dealer response far surpassed even our 
original estimate. Not only did it build up con- 
sumer acceptance for dealer service but it also 
proved to be a real profit maker for service stations 
and for us, too. Most amazing is the fact that the 
program is not a year old but it continues to grow 
more successful every month. 


This year we urge every manufacturer and sup- 
plier in the automotive industry to put their pro- 
motion effort behind developing the image of the 
retail dealer as the best source of professional 
advice and service for all car care. We are firmly 
convinced that the best way to increase sales is to 
develop greater public acceptance of the dealer and 
consequently, our industry. 


Our own results in the 1961 program convinced 
us to build an even greater “Listen to the Man” 
campaign in 1962. 


Our plan is to put more advertising dollars than 





IMPORTANT! 


Be sure and see the feature 
article on car care in the 
Reader’s Digest, Dec. issue. 











ever before into this program. This added adver- 
tising impact will convince more motorists to go to 
their local deale? for advice on all of their auto- 
motive problems. Dealers will be able to sell better. 
They will be able to sell filters and all of the other 
goods and services they have available. 


In 1962 Purolator will put on the biggest filter 
promotion ever. 


A bigger bonanza than ever before. This year we 
have a sweetheart of a deal with a Kodak f/2.7 
Movie Camera. ..a gift the whole family will enjoy. 


Radio advertising will be bigger than ever! With 
110 stations that will reach into the heart of 130 
major gasoline consuming markets . . . with 20 to 
30 hard-sell “Listen to the. Man” commercials 
every week in each market for a period of 6 months. 


Television will continue to feature the Purolator 
Car Care Clinic for Women. Then, to add even 
greater impact, the Car Care series will also start 
on radio in all major markets. 


For visual impact, we’re continuing 600 large 
highway signs to cover the major arteries in the 
country with the “Listen to the Man’”’ message 24 
hours a day every day of the year. 


In everything we do in ’62, we will work harder 
than ever to make motorists everywhere put more 
confidence in the ‘“‘Man”’ so that they will seek 
his advice and guidance on all car care and main- 
tenance. To accomplish our objective we are put- 
ting the biggest sales promotion program in filter 
history behind the four magic words for bigger 
sales—‘“‘Listen to the Man.” 


b. 


Vice President 


PUROLATOR PRODUCTS INC. 
Rahway, N. J.; Toronto, Ontario, Canada 


P.S.: To see how this program kicks off, take a look at our Bonanza ad on pages 40, 41, 
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bottom of the barrel 


e Civilian Defense. Sign on the desk of a marketing 
official of a company reorganized twice in recent years: 
“The enemy dare not drop a bomb here and end all this 
confusion.” 


e Just What We Needed. Latest sales pitch from Rolls 
Royce ($15,655 P.O.E.) is for these optional extras: 
(1) a dictating machine; (2) espresso-coffee maker; 
(3) electric razor; (4) bed; (5) telephone; (6) water for 
washing. 


e Relativity. An oil-company executive, baffled by the 
array of computers being installed at a new research center, 
turned to a computer salesman for help. “In layman’s 
language,” he asked, ‘‘what’s the real difference between 
the 740 computer and the 650 computer?” 

“Well,” said the salesman after a moment of thought, 
“All I can tell you is that the 740 thinks the 650 is 
a moron.” 


e Philosophy. An oil jobber and his wife were struggling 
over their budget. “Sam,” said the wife wearily, “we 
should have saved during the recession so we could live 
through this prosperity.” 


e Sabotage. Hoping to gain fast recognition, a lower-level 
staff man wrote this memo to the marketing vice president: 
“If you want to save $20,000 a year, fire my department 
head. All he does is play golf. I do all the work.” 

The VP called the department head immediately and 
suggested he fire the staff man. The department head asked 
why. “He’s trying to break up our foursome,” growled 
the VP. 
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Mitte; 


“Bet you thought we’d forgotten you!” 











e Progress. A Mexican oil jobber reports he’s discovered 
one of the great labor-saving inventions of today. He calls 
it manana. 





= Gran OPeninG 1 
« Al's Service | 


“Smaller pieces, Al!” 











“I know one touring service 
I’m not using again!” 








“It’s not an oversight. That’s 
how far along I am with things.” 
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Michael McCabe, Huntley 2-5450 
NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 
MINNEAPOLIS 2, First National Bank Bldg. 
Edward A. Callahan Jr., Federal 2-7425 
PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 
PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 
PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 
SAN FRANCISCO 11, 255 Californa Street 
William Woolston, Douglas 2-4600 
ST. LOUIS 8, 3615 Olive St., Continental 


Bidg. 
Edward A. Caliahan Jr., Jefferson 5-4867 
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-Tokheim service 


is always near at han 


When your pumps are out of service, you 
are virtually out of business. Not a 
comforting thought, but painfully true. 


How important it is, then, to protect 
yourself against such a possible mis- 
fortune. May we suggest two steps? 
First, buy pumps that are known to be 
dependable and trouble-free. Second, 
buy from a company whose service 
facilities are readily available regardless 


of the area in which the pumps may be 
placed in operation. 


Tokheim builds such pumps and main- 
tains such facilities. More than 500 
sales and service representatives, 
operating from 26 district and division 
offices in the United States, assure 
Tokheim owners that expert service is 
always close at hand. Consider this 
service the next time you buy! 


Write for bulletin! 


\ 
pee 


Interceptor Model 452 


SYMBOL OF EXCELLENCE 


TOKHEIM CORPORATION 


FORT WAYNE, INDIANA 


OKHEIM* 


GASOLINE PUMPS 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 





Through research (4) ..@ better way 
AO.Smith 


Se Ss on BY. & ae ee Oe ae ee 
METER AND SERVICE STATION 
EQUIPMENT DIVISION 
Factory: 1602 Wagner Ave., Erie, Pa. Offices: Atlanta 24, Ga.; Chicago 3, III.; 
Houston 2, Texas; Los Angeles 22, Calif.; New York 17, N. Y.; Newark, Calif.; 
Tulsa, Okia. A. O. Smith INTERNATIONAL S.A., Milwaukee 1, Wis., U. S. A. 





A. O. Smith pumps are 
made for heavy traffic 


Gallon after gallon — year after year — A. O. Smith 
modern pumps keep motorists on the go! Their precise 
metering accuracy, speed, and handsome design make 
A. O. Smith pumps outstanding “silent salesmen,” 
meeting the needs of today’s modern service station. 


Continually improving and expanding its manufac- 
turing facilities, A. O. Smith produces a broad line of 
modern liquid measuring products — gasoline pumps, 
petroleum meters, airport and marine dispensers, hand 
pumps... plus a wide range of accessories. And you 
are assured prompt delivery and service. For further 
details on the modern A. O. Smith pump line, contact 
your A. O. Smith representative. 











